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Joseph H. Snyder, Pre 


sident of the Color Corporation of America, tells: 


‘How we set a record with the Thunderbird!”’ 


When news got out about the Thunderbird, Ford dealers 
scheduled a big preview at Palm Springs, California,” relates 
Joe Snyder of Color Corporation of America. 

But as the date drew near, it became clear to Ford that the 
one Thunderbird then in existence—a hand-made model — 
would have to stay there in Detroit! 


lhe solution ? Giant natural color prints—-and Air Express 


Films were rushed to the Color Corporation in 7 ampa, 


— & AirExpress—_- 


CALL AIR EXPRESS 


and we made Hi-Fidelity color prints /arger than the top of 
a desk. These were back in.Detroit in record time—and in 


Palm Springs the day after! 
“There is no other service comparable to Air Express. We 


would be just a local business without it. 


“Yet Air Express rates are usually lowest of all. For in- 
stance, a 10-Ib. shipment from Tampa to Detroit costs $5.06. 
That's 68¢ less than the next lowest-priced air service.” 


Y»— 


GeTs THERE FIRST via US. Scheduled Airlines 


. division of RAILWAY EXPRESS AGENCY 


how to help all your salesmen produce big 


JANUARY 


1955 


us One way is to train your salesmen to sell better. That you'll always do. 
But it takes time. » Another is to enable them to spend more of their 
time face to face with prospects who are really interested; ideally those 
who have invited them to call. This you can do something about right now. 

«A good catalog program is the key, because those who specify and 
buy in industry almost always use catalogs to sift suppliers before calling 
in salesmen. And your catalogs can be planned specifically to induce 
more of them to cali in your men. They can be placed strategically in the 
offices of all good potential customers and kept there ready for instant use. 

= Helping manufacturers get more invitations for their men to call, 
through better catalog procedure, has been the whole business of Sweet’s 
for nearly 50 years. A helpful new booklet, ‘“Your catalogs—key to more 
orders,” is yours for the asking. Sweet’s Catalog Service, div. of F. W. 
Dodge Corp., Dept. 34,119 W. 40 St., New York 18. Offices in all prin- 
cipal cities. “The easier you make it for people to buy your products, the 
easier they are to seil.’’ 


The mnane, ete of January mt has 
again promp America’s marketing 
experts to make their prognostica- CONTENTS 
tions for the coming year. According PART 1 
to most of them, Sales Managers will 
evidently hold the reins during 1955, 
as America moves from a production 
economy to a consumption economy. 
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Sales teams must be expertly guided 
to identify new markets in the ever- 
moving traffic of consumers searching 
for a higher living standard. Sales 
executives must be alert for new 
dealer outlets as the shift to the sub- Using Advertising as a Sales Tool— 
urbs continues. Here’s how we feel Ne. 19 of @ Sestes 
we can help you on beth these scores: 


ADVERTISING 


? Consumer Stars in Gossard Ads 
Our New Year’s resolution is to 


meet with you Sales Managers, here Campaigns are aimed at selected age groups, with different 


in this column, on the first of every 
month, to give you factual informa- 
tion about a mighty potent market 
and a tailor-made sales force that can 
be harnessed for your benefit. 


The Market is a community of 
nearly three million American Legion 
households with a combined annual 
income of $13 billion. Seven out of 
ten of them own their own homes 
and 90% their own automobiles, mak- 
ing them solid “banker approved” 
prospects for most consumer products 
based on the two biggest investments 
made by an average family. 


The Sales Force is the fast-grow- 
ing American Legion Magazine Retail 
Advisory Council, currently consist- 
ing of over 15,000 retail outlets, 
owned and operated by American 
Legionnaires in their own communi- 
ties all across the country. This unique 
“dealer-consumer-advertiser” selling 
force is closely tied to 3-way Legion 
loyalty and can be activated ONLY 
through The American Legion Maga- 
Zine. 

Watch this column every month and 
let us fill your briefcases with “Brief 
Cases” about The American Legion 
Magazine, its consumer audience, its 
chain of retail stores and its rightful 
place in your sales strategy. 


Our new 4 pg. folder, “3-way 
Legion Loyalty” explaining 
all this, is just off the press. 
Write to us today for your 


free copy. 


advertisements for each audience. Space is devoted to selling 
ideas, not specific foundation garments. And for The H. W. 
Gossard Co. this policy pays off. 


By Wayne Beaudette, Director, Sales and Advertising, The 
H. W. Gossard Co. 


FARM MARKETING 


Hammond Organ Hits the Jack Pot 
Selling Music to Farm Families 


The statistics are startling: about one-third of the company’s 
volume now comes from rural America. This rich potential 
was developed through sales promotion and advertising 
custom-tailored to the character of the market. 


By H. C. Lembke, General Sales Manager, Hammond Instru- 
ment Co. 


GENERAL MANAGEMENT 


Mechanization of the Modern Sales Department 
Part Il: Data Processing 


You run a sales organization, not an automatic factory; 
but if you apply an efficiency yardstick to paper-work pro- 
cedures, you may discover that old routines are, to put it 
mildly, outdated and costly. 
By Philip Patterson 

Getting Answers 

Interpretation 

Record-Keeping 

Order-Handling 

Visual Controls 

Multiple Copies 


Sources Data 
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MARKETS 


1955's Record Sales Potentials 


Total liquid assets now are about three times all retail sales 
in 1954. Mortgages, instalment credit and other consumer 
debts are 15% under liquid assets. Business is strong. Are 
you prepared to get your share? 


By Peter B. B. Andrews, Consulting Economist 


NEW PRODUCT MARKETING 
New Product: Any Way 
To Cut the Guess and Gamble? 


Pabco Products found a way. It builds “sell” into the product 
during the development stage; it keeps “sell” in mind through 
all subsequent phases. Here’s how it introduced Floron, a 
new plastic floor tile—successfully. 


By E. V. Gear, Merchandising Manager, Pabco Products, 
Inc. 


RESEARCH 
Census of Super Market 
Sales and Potential 


Corrections to Marketing Targets 
for 1955, Nov. 10, 1954 


SALES PROMOTION 


Sales Promotion Executives 
Form National Association; 
Plan Local Chapters 


SALESMANSHIP 


NSE Begins 'Whiteballing” 
Of Top-Rate Retail Sales Folk 


DEPARTMENTS AND SERVICES 


Advertiser's Index 79 Sales Trends (Retail) 
Comment 15 Scratch Pad 

High Spot Cities 70 They're in the News 
Human Side 10 Tools for Selling 
Letters 8 Trends 


Coming... January 15 


We Solved the Problem of Paying Industrial Salesmen 
for Group Effort 


What Your Wife Should Know About Your Business Affairs 


From Scratch to $3,000,000 Volume In Six Years: Pine-Sol 
Did It 


In Sales Management 


5 
3 


JANUARY I, 1955 


ntroducin 


I~ 


Your Best 
Seller in ’55 


Who sells industrial products most suc 
cessfully? 


The salesman who gits thar fustest with 
the mostest and costs the leastest! 


“Thar” means your markets ... al! of your 
productive buyers, new as well as old 


Mr. IEN calls monthly on the 64,000 product 
selecting officials in the 40,000 establishments 
accounting for 4/5 of the national product. In 
the 452 different industries visited, hundreds of 
new customers need what you sell. Mr, LEN 
will find and help you sell each one of them. 


Mr. IEN gits thar fustest with the mostest 
because his product news is the most up to 
date, clear and comprehensive published 
not just announcements, but full, well illus- 
trated descriptions. 


He will make 6,900 sales calls for the average 
cost of one personal call. At $18 a visit it 
would stand you $1,152,000 to have your sales- 
men call on each of Mr. IEN’s 64,000 friends. 
He does it for $150 to $160 a month. 


Some 1,400 advertisers, through their 600 
agencies hired Mr, IEN this year and many 
have already checked in for °’55. If you miss 
IEN next year you will be doing without the 
best buy and the best seller anywhere in the 
whole field of industrial marketing 


Industrial 
Equipment 
News 


THOMAS PUBLISHING COMPANY 


Details? FOUNDED 1933 
Send for complete DATA FILE 


L225 461 Bighth Avenue, New York 1,N.Y. 
CI)... Afftiated with Thomas Register 


FORT WORTH 
AND WEST TEXAS 


A RICH AND PRODUCTIVE MARKET 
OF 100 TEXAS COUNTIES 


WITH A POPULATION OF OVER 2 MILLION 
458,300 IN THE METROPOLITAN AREA 


FACTS ABOUT FORT WORTH TRADING AREA 


METROPOLITAN AREA TRADING AREA* 


Per Family | Total 
Effective Buying Income $5,591 | $791,119,000 | $2,414,61 1,000 
Retail Sales $4,141 | $585,990,000 | $1,691,338,000 
Automotive Sales $ ' $113,490,000 | $ 456,397,000 
Drug Sales $ 124 | $ 17,604,000! $ 54,252,000 
$ 
$ 


Food Sales 760 $107,514,000 $ 361,575,000 
Furn.-Household-Radio Sales 174 | $ 24,651,000; $ 76,231,000 
General Merchandise Sales | $ 972 | $137,607,000| $ 138,316,000 


* Does not include Metropolitan Area. 
SOURCE: Sales Management Survey of Buying Power 


The Fort Worth Star-Telegram Can Sell 
Both the Metropolitan Area and Trading Area 


Over 90 percent of all Fort Worth families read the Daily Star-Telegram. 
Over 77 percent read the Sunday Star-Telegram. 


Only the 


Star-Telegram Covers Metropolitan Fort Worth 
In the 100 county Trading Area average Daily Family Coverage is 41.2 
percent. Average Sunday Family Coverage is 36.8 percent. 


TEXAS’ LARGEST NEWSPAPER SERVES THIS AREA 
Daily (M&E}—246,354 Sunday—225,325 
ABC Publisher's Statement, September 30, 1954 


FORT WoRTH STAR -TELEGRAM 


CARTER ublishe 
und Notiona 


LARGEST CIRCULATION IN TEXAS 


Without Use of Contests, Schemes or Premiums — ‘‘Just a Good Newspaper" 


EXECUTIVE OFFICES, 386 Fourth Avenue 
New York 16, N. Y. LExington 2-1760 
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SALES MEETINGS 


(quarterly, Part I! of SALES MANAGEMENT): 
editorial and production office: 1200 Land Title 
Bidg., Philadelphia 10, Pa.; Philip Harrison, Gen- 
eral Manager; Robert Letwin, Editor, 


OFFICERS 

PRESIDENT AND PUBLISHER Raymond Bill 

GENERAL MANAGER Philip Salisbury 

SALES MANAGER John W. Hartman 

TREASURER ree Lyman Bill 

VICE PRESIDENTS E. Lovejoy, Jr., 
Merril V. Reed, W. E. Pa R. E. Smallwood 
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Home Build-Up 
Well Read 
Plenty of Plenty 
TV MC’s 


Gold Bond 


@ An unusual approach to building-materials ad- 
vertising is this new Post campaign for Gold Bond Prod- 
ucts of the National Gypsum Company. Color illustrations 
and lead copy sell the advantages of home ownership. 
Other copy and builders’ testimonials sell the advantages 
of Gold Bond. The series by BBDO Buffalo gets good read- 
ership, makes friends in the building industry. 


© There’s something for almost everybody in these 
product-packed spreads for Rexall Drug Company, BBDO 
Los Angeles client — and almost everybody reads them. 
Appearing monthly in leading national magazines, these 
ads are consistently among the top ten read by women in 
each issue. This campaign is part of a broad program 
which has helped increase sales every year since 1949, 


@ When you have good news — a new cake . . . when 
you have a good name — Betty Crocker .. . when you put 
the good news in a good spot — the back cover of The 
Saturday Evening Post . . . then, perhaps, you get some- 
thing like this: the highest-ranking food ad Starch ever 
checked. More than eight out of ten women interviewed 
said they saw and remembered this announcement. 


@ The Campbell Kids are old hands at doing TV 
commercials. Now they have a brand-new job—as mas- 
ters of ceremonies. Each week on Campbell Soup Com- 
pany’s network shows Lassie and Dear Phoebe, they 
introduce the stars, raise and lower the curtain on each 
act, and do the sign-off. Frequent appearances by these 
famous Kids are pleasant reminders of Campbell’s Soups. 
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MINNEAPOLIS * 


OSBORN, 


SAN FRANCISCO * 


INC. 


HOLLYWOOD * 


Advertising 


LOS ANGELES + 


DETROIT * DALLAS * ATLANTA 


PETROLEL 
WEEK 


CIO goes all out tor one big of union 
Phillips cose soiution beginning to jell 
Demand turns up ogoin 
_ Con coal stop the clock? 

Biggest water-Hooding project 

How much more of from gas cycling? 
When Jranion of comes back 

What's behind the ‘cot’ reforming boom 
Why gaoline may get more volatile 
Here comes the gas turbine 

Pacific Northwest new battieground 
Dealing the dealer in on public relation 


SALES MANAGEMENT 


the men who matter 
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CrROSS- COMMUNICATIONS 


INDUSTRY-WIDE.GOVERAGE 


_snene at i 
¢ Cross-communications “within the oil industry be- 
“comes a reality with.Petroileum Week. For the first 
time the industry gets a publication providing vital 
information about ail its branches—written in terms 
clear to all oil men. 


Because of its specialization, the oil industry presents 
great difficulties in cross-communication among the 
specialists—and between the specialists and the gen- 
eral management. Yet in this fast-moving industry 
such cross-communication is vital. 


This is a challenge that we will meet as we work with 


- 


VARIABLE-SPEED READING 
* FOR MEN WHO MATTER 


the oil industry to design Petroleum Week. We will 
report and interpret important information from any 
specialized branch—no matter how technical—so it 
can be read with understanding by (1) specialists in 
all branches, (2) general management men, and 
(3) men who are moving ahead, wherever they may 
now be in their companies. 


You can make your plans now to put this vital new 
magazine to work for you. Publication will begin in 
July, 1955. Pilot copies are available for your inspec- 
tion from the McGraw-Hill office nearest you. 


PETROLEUM WEEK 


330 West 42nd Street, New York 36, N. Y. 
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A McGRAW-HILL 
PUBLICATION 


Jol. 


in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 


Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 

Drive-ins 

Drug Stores 
Fountains 

Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Roilroad Stations 
Main Streets 
Main Highways 
In Industry 


THEY ALL HAVE 
ONE. THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
speciolized market specify 
FOUNTAIN & FAST FOOD 
for on advertising schedule 


FOUNTAIN & 
FAST FOOD 


IVazIne serving counter 


and fountain restaurants 


386 FOURTH AVE. 
NEW YORK 16, N. Y. Amun 


LETTERS TOTHE EDITORS 


WHO KILLED INGERSOLL? 


As a member of the original and suc- 
cessor sales organizations that made the 
name “Ingersoll” a generic term for low- 
price timepieces, may I refresh the slip- 
ping memory of Calvert's W. W. 
Watchtel? In a recent story in The New 
York Times he is reported as saying that 
“Ingersoll lost the ‘dollar watch’ because 
the discounters sold it for 60 cents.” 


We had no discounters in our day. Our 
battle was with the price-cutters, the 
“schlags” and the gyp-joints against 
whom Ingersoll was a doughty and re- 
lenless opponent. Even in 1920, when 
John Wanamaker with his store-wide 
20% cut on merchandise touched off the 
first recession after World War I, the 
Ingersoll watch was one of two lines that 
were sold at the advertised prices. 


Selling direct at first, we had little 
difficulty in shutting off shipments to the 
cut-raters, whose forte was the old switch 
racket. Countless were the brands sold as 
“Ingersoll models.” Trans-shipments were 
not too difficult to trace and the temporary 
source of the cutter was counseled, and 
then warned, against hurting his own and 
the company’s business. Later, when the 
line moved through selected distributors, 
a rather interesting field technique 
smoked out the jobber who used a “5% 
on i zersoll” to unload other merchandise 
or in times of short supply held back 
the line as bait for other products. 


Restraint -of-trade complaints and 
threats were no particular problem. To 
these there was the standard comeback, 
“You can have all the watches you can 
pay for. Just tell us what NAME you 
want on the dials.” In substance this was 
probably the primal separation of prod- 
uct and good will as established in a 
United States Supreme Court decision in 
1936. 


Pioneer in these selling tactics and 
techniques, the original Ingersoll sales 
team set up and proved many of the basic 
principles that are now accepted as stan- 
dard practices in selling for resale. It 
contributed much to modern salesmanship. 
It held its own against the price-cutters. 
It lost out because of intra-organizational 
disputes and chicanery. 

William C. Dorr 
W. C. Dorr Associates 
Sales Consultants 
Brooklyn, N. Y. 


CLOSED-CIRCUIT TV 


The article “How to Bore Dealers at 
TV Meetings” (SM, Nov. 20, p. 34) was 
most interesting and, believe me, I’ve had 
plenty of experience this past year in 
holding face-to-face dealer meetings for 
both Packard and Studebaker. 


Our sales division has expressed con- 
siderable interest in the possibility of 
some closed-circuit TV sessions and I 
have passed on the article to them. 

James J. Nance 
President 
Studebaker-Packard Corp. 
Detroit, Mich. 


SKIP THE ALLOWANCE DADDY— 
| MAKE MORE MONEY SELLING! 


I'd like to present a case history to back 
up the theory that salesmen—or sales- 
women—are born, not made. And I agree 
with the belief that the earlier a sales- 
person is started, the better. 


Veralynn Bowles, aged 7, my second 
daughter (Editor’s Note—see accompany- 
ing picture) is the case in point. Veralynn 
has always been very interested in the 
selling part of my job. I’ve explained to 
her what selling is and how it helps feed 
and clothe her. 


Not long ago she became interested in 
“Loop Craft,” a product of Nelly Bee 
Products, Hickory, N. C. With her week- 
ly allowance she purchased the necessary 
loom and loops to make potholders. We 
had potholders running out of the house. 
She wanted to go out and sell them. 


I told Veralynn I'd go with her but her 
customers must be total strangers — I 
wouldn’t help her beyond getting her 
started with a little sales story and check- 
ing her sample case. 


Veralynn: Saleswoman extraordinary 


On a totally cold canvass of 20 houses 
(I was across the street walking the dog 
and keeping an eye on things) she sold 11 
potholders! Several houses took two or 
three. She was not dressed for a “pity” 
sale at all and the product certainly is as 
well made as the 39-cent article. Veralynn 
was selling it for 25 cents. My diagnosis 
of the situation was that the women liked 
the salesmanship and the product. We 
were out a little over an hour and she 
grossed $2.75. The material cost her about 
eight cents a potholder, so her net profit 
(not counting her time) was about 17 
cents each. Not bad for any seven-year- 
old! 


The result of this little selling adven- 
ture is her telling her mother and me 
she’d rather go into business for herself 
selling potholders than working a week 
for us on an allowance of only 35 cents! 
Wonder if the Government’s Small Busi- 
ness Administration would authorize a 
loan? 


R. H. Bowles 
Detroit Division Manager 
Schering Corp. 
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Here’s a . 
good start for 
better business 


ry. 
Thanking your customers for the business they 


gave you in 1954 is a nice and thoughtful thing to do. 


Best of all, it works two ways. Your customers 
will appreciate it. And you'll find it mighty helpful 
in continued good relations and even better business 
in 1955. 

Right now, at the turn of the year, is a good time 
to do it. And a Long Distance telephoné call is by 
all odds the quickest and most personal way. The 


cost is small. The results can be big. Very big! 


BELL TELEPHONE SYSTEM 


1955 
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Thank your customers today 
—by LONG DISTANCE— 
for 1954 business 
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LONG DISTANCE RATES ARE LOW 


Here are some examples: 


Baltimore to Philadelphia........ 55¢ 
Cleveland to Pittsburgh.......... 60¢ 
Bellas to St. Lowls <i... 4 Sebi idee $1.35 
Atlanta to New York............ $1.50 


Los Angeles to Washington, D.C... $2.50 


These are the daytime Station-to-Station rates for the first three 
minutes. They do not include the federal excise tax 


CALL BY NUMBER. IT’S TWICE AS FAST. 
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more 
women 


18 to 2 
also / 


to 95 


Woman's Home Companion 
coverage in America’s 


llth county: 9% 


Newark Evening News 
coverage in Essex 


County, New Jersey: 


0% 


THE HUMAN SIDE 


ROYALTY ARRIVING ... The King of Sales, no less. Officials of 
Clarke Sanding Machine Co. are shown as they greeted the company’s 
top salesman and his wife. Clarke brought Al Hall (far right) and 
his wife to the home office for lionizing. 


. . . and a shoeshine from the sales manager! 


“This one really worked!” 


“This” was a sales contest with more gimmicks than a country 
fair. The guy behind it, the sales manager who happily assured us 
his contest was a rousing success, is Hal Croskey, Clarke Sanding 
Machine Co., Muskegon, Mich. As for the gimmicks, listen to this: 
The winner had his shoes shined by the sales manager; he and his 
wife were flown to Muskegon, all expenses paid. They had luncheon 
with the mayor, they were given the keys to the city! 


Croskey, whose firm manufactures floor sanding and maintenance 
machines, ran this particular contest in honor of Ernest Cooper, 
Clarke’s president, who was having a birthday. Croskey figured to 
give his boss a memorable anniversary and to do it he ran off a 10-day 
selling contest among the company’s 40 divisional managers and 87 
salesmen. Contest quotas were established, based ‘on territory poten- 
tial and all hands were called on to exceed the quotas. 


‘As have many other sales managers in the past, I have periodically 
held sales contests,” said Croskey. “Some of them very poor, some 
successful. My average has been pretty good. But this one really 
worked ! 


“On the last day of September I wired each of the divisional 
managers and their wives, announcing the details of the contest. The 
winner and his wife would be proclaimed Clarke’s King and Queen 
For a Day.” 


The sparks really flew. “Results,” sighs Croskey, “were fantastic. 
This particular contest resulced in our celebrating the largest October 
in the firm’s 36 years. And Oct. 12, the day when most of the 
contest orders arrived in Muskegon, was the largest single day in the 
ig of the company, surpassing some of our early years’ annual 
sales!” 
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The answers you want 
are obtainable... 


Who are my steady customers? 


JANUARY I, 


How long have they been my customers? 


Where do my new customers come from? 


To what competitor do they turn when I lose them? 


Who does the buying? man? or woman? 


In what income groups? 


5,500 American families 
keep this day-by-day purchase record for you 


These members of the J. Walter 
Thompson Consumer Panel ac- 
tually keep a record of each day’s 
purchases in your product field as 
they make them. 


They send this record to us at 
the end of each month. 


So, month after month you 
have this picture . . . intimate, 
continuous . . . of people buying 
or failing to buy your product, or 
turning to competition. 

Because these 5,500 families are 
an accurately proportioned sample 
of the entire population, the picture 
you get is truly representative of 


1955 


the purchasing habits of the whole 
United States. 

Because 5,500 families is a large 
sample, the reports can be broken 
down... to give you reliable details 
about specific types of customers, or 
separate sales areas. 

Not a one-time survey, the Con- 
sumer Panel is a continuing, up-to- 
date picture of your market. The 
whole year’s cost of this service to 


panel subscribers is often less than 
the cost of a one-time survey of 
comparable national coverage. 


If you want to know more about 
this instrument for sales planning — 
how it has been used to find and 
win new markets—spot trends at 
their beginnings—analyze the effec- 
tiveness of special sales and offers 
—write today to Dept. S-P-1. 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N. Y. 


New York, Chicago, Detroit, San Francisco, Los Angeles, Seattle, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, 
Sao Paulo, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, 
Port Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 


WHY IS 
“BIG. BUSINESS” 
LEASING 


Instead of Buying 


Its Company Cars? 


The growing tendency among the 
top management teams of Amer- 
ican and Canadian business firms 
is to favor leasing arrangements 
with reputable companies over the 
old practice of owning a car fleet 
or paying intricate mileage allow- 


ances. 


Now, for the first time, 
The R, A, Company (one 
of the world’s largest and 
oldest auto leasing organi- 
zations) is offering a com- 
pletely documented expla- 
natien of this trend. 


This booklet, free upon request, 
explains briefly and convincingly 
why leasing is the most economical, 
efficient, and convenient method of 
fleet operation. And, what is even 
more important, it shows how the 
R.A. Plan can give a tremendous 
hoost to employee morale without 
a penny of extra cost to your com- 
pany. 


Write now fer your 
complimentary copy of 
“The R.A. Plan’”’. 


THE R. A. COMPANY 


4038 CHESTNUT ST. 
PHILADELPHIA 4, PA. 


In the Face 

Of the Giants, 
Spencer Grows 
Selling Service 


January 15 


Sales Management 


Winning salesman Albert D. Hall and his wife arrived at Muske- 
gon County Airport to find the entire brass, iichuding Cooper and 
Croskey, standing by. Hall represents the company in Philadelphia. 
Cooper handed Mrs. Hall a large bunch of roses and from then on 
it was like Mardi Gras for the Halls. 


Before they got back to Philadelphia they had been interviewed 
for the local radio audience by Station WMUS, had luncheon with 
the mayor and the next day with Bob Toski, winner of the Tam 
O’Shanter World Goif Championship. They had breakfast in bed 
each morning and were feted at a company banquet. Presents and 
prizes overflowed their hotel suite. No mere suite, either. The Halls 
lived in the Governor’s Suite of the Occidental Hotel. 


Everyone had a terrific time. But there were more positive results, 
as sales manager Croskey adds. “I believe that contests of this 
kind are more attractive to salesmen than contests with money prizes. 
After all, the basis of all sales contests is to lift the morale of the sales 
organization—aside from giving company sales a boost. 


“A further company advantage was the continuing publicity the 
local newspapers and radio station gave us. We followed this up with 
a story, well-illustrated, in our own house publication, Clarke Tales, 
so that our field organization would have the story. Undoubtedly 
we'll have more King and Queen For a Day contests.” 


Salesman Coming Up 


The generation which “walked 
five miles through snow to school” 
probably would be forced to doff its 
collective hats to young (19) Philip 
S. Smith of Sunland, Calif. Phil is 
determined to be a sales executive 
one day. Last summer, on his vaca- 
tion, he earned an average of $200 
a week as a salesman for Encyclo- 
paedia Britannica, Inc. Furthermore, 
he’s the winner of this year’s Na- 
tional Sales Executives Clubs’ annual 
essay contest on “Selling as a 
Career.” 


Phil’s prize was $1,000 and a trip from California to Chicago. It 
was after he had made the trip, last June, that he went to work for 
EB as a salesman in the organization’s Los Angeles office. The com- 
pany says he’ll have “an unlimited future” with it. (After his 
slightly teriffic sales record it is understandable that Encyclopaedia 
Britannica executives can hardly wait until Phil finishes college.) 


But aside from the accolades which the young man most certainly 
deserves, Encyclopaedia Britannica can take a few for itself. Phil 
says that it was his enthusiasm for the organization’s training methods 
that are responsible for his decision to make selling his life’s career. 


In the meantime the lad is earning money for his college career 
by continuing to sell for EB. And he’s taking refresher courses at 
his high school, concentrating on business administration, sales and 
sales management. Since he can’t sell full time, his earnings are 
down from peak. A mere $150 a month. 


How’s that for a high school lad? And wouldn’t you like to have 
him in your sales training group? 
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More of your salesmen 


can develop the “ 


Right now, over 2000 companies cre using Research 
Instituie’s new method for developing in salesmen that 
certain something that your top producers have that 
enables them to get so much more business than sales- 
men who lack the “X”’ factors. 


This new approach to sales development is different 
from anything you have ever seen. For the first time 
in history a triple A-1 independent research organiza- 
tion with a 5 million dollar research budget has ex- 
plored the vital “X” factors of selling. Five years of 
research went into the development of this plan, plus 
a penetrating study of the pooled experience of more 
than 30,000 Research Institute member companies. 

Years spent in testing thousands of salesmen served 
not only to isolate the “X” factors of successful sell- 
ing, but pointed the way to a new “whole man” 
concept of developing these highly desirable sales 
attributes in men, who have not. come by the “X” 
factors naturally. 


Salesmen like the plan and USE it 


This is much more than a sales training program. It 
develops the salesman—develops the “whole man”— 
gives him self-confidence, engenders high enthusiasm 
and the ability to think creatively. It fosters a feeling 
of importance to society; develops the right attitude 
towurd company, job and customer. 

Obviously we can’t make a star salesman out of 
every man you have. But, superimposed upon your 
own training with respect to your product, the Institute 
program employs the power of the “third party” influ- 
ence to develop the desirable traits that the immediate 
superior in a salesman’s own company sometimes finds 
so difficult to instill. 

This is a solid, adult approach to developing sales- 


A few of the 2000 companies now profiting 
by sales membership in Research Institute 


Alexander Smith, Inc. 

Archer Daniels Midland Co. 
Armstrong Furnace Company 
Central Motor Lines 

Coca Cola Bottling, Los Angeles 
Crown Zellerbach Corp. Shearing Corp. 

A. B. Dick Co. A. O. Smith Corp. 
Friden Calculating Machine Co., Inc. U.S. Steel 

General Bronze Corp. Western Air Lines, Inc. 


Greenwood Mills, Inc. 
Chas. R. Hadley Co. 
Maxwell House Div.— 
General Foods Corp. 
San Francisco Examiner 


Research Institute of America c 


589 Fifth Avenue, New York 7, New York Plo 


” factors that your 
top producers have 


men. It’s neither abstract and theoretical, nor is it 
shot-in-the-arm “stimulator” stuff that soon wears off. 


Special program for smaller companies 


Recognizing the difference in the problems of smaller 
companies with, say, one to eight salesmen, the 
Institute has developed a modified program designed 
to work with very little supervisory direction and 
priced within the reach of the smallest concern. 


it's easy to find out how well this will work for you 


The extent to which this new concept of sales develop- 
ment will help increase sales in your organization 
should not be difficult to determine. Half an hour with 
our representative should do it. Regardless of any deci- 
sion you may make, you will get enough good sales 
ideas to repay you many times over for the time you 
take to let us show you how other sales executives use 
our plan. 

The Research Institute of America invites you to 
see and assess this new field-proven method of help- 
ing your salesmen develop the “X” factors that will 
enable them to get so much more business. We urge 
you to fill in and mail the coupon. We'll work out 
a meeting date convenient to you. 


FREE—this typical R.1.A. sales 
analysis on the subject of ways 
salesmen can cope with price- 
cutting competition explains how 
to take price discussion in stride; 
how to build up value; how to put 
price and value in a perspective 
that is favorable to you. Includes 
a fascinating card trick your 
salesmen can use to dramatize 
the relationship of value to price. 
A copy is yours for the asking. 


Research Institute of America 

SELLING AND MERCHANDISING DIVISION * Dept. 13 
589 Fifth Ave., N. Y. 17, N. Y. * Plaza 5-8900 

(1) Please send me the free sales presentation aid, 
“Price or Value — Which looks bigger?...”’ 

( Id like to hear more about how other companies 

use your new sales development plan to improve 
sales performance. 

(C 'm especially interested in the special program 

for smaller companies. 


Name 


Title 
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Street Address. 


City 
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Who is Santa 
Anonymous? 
Even the North 
Pole’s No. 1 
citizen, Santa 
Claus himself, 
doesn't know the identity of the up- 
start Kris Kringle who for the sixth 
season has been lending a hand on 
the Upper Midwest gift route. Last 
Christmas this lovable interloper 
called “Santa Anonymous’’ deliv- 
ered nearly 11,000 gifts from nearly 
11,000 donors to nearly 11.000 kids 
throughout this great region. And 
the real St. Nick can count on hav- 
ing even more anonymous assistance 
this year! 

Santa Anonymous was born in the 
brain of a Minneapolis Star and 
Tribune reader who got tired of 
exchanging foolish “‘gag’’ presents 
with co-workers at office Christmas 
parties. Why not, reasoned this un- 
sung genius, give worthwhile gifts 
that children would enjoy; gifts that 
could be collected after the party 
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and distributed to needy youngsters? 
The idea was presented to George 
Grim, Minneapolis Tribune column- 
ist... the Upper Midwest equiva- 
lent of delivering a snowflake to a 
whirlwind. George Grim wrote. Santa 
Anonymous was in business. 


From the very start the complete 
anonymity of Santa Anonymous 
charmed the populace. Last year 178 
different groups contributed thou- 
sands of packages tagged as simply 
as ““To a girl baby,” or “‘For a boy 
of 6.’’ Industrial and office workers, 
members of PTA’s, lodges, unions, 
clubs, scout troops, fraternities, 
sororities and hundreds of individ- 
uals found irresistible novelty in 
being the unnamed donor of a mys- 
tery gift to an unknown child. 


Grim cadges space in the news- 
paper office for a Santa Anonymous 
warehouse and forwarding depot. 
Truck drivers, telephone operators 
and other employees freely give 
their time to collect and distribute 
presents. Nobody gets any credit, 


What makes a newspaper great? 


nobody wants any... least of all 
George Grim, the Minneapolis Trib- 
une “I Like It Here’’ columnist 
whose enthusiasms for Upper Mid- 
west people, projects and achieve- 
ments are contagious enough to 
infect residents of a 224-county area. 

And once again, the two best- 
read, best-liked, most-respected 
newspapers in the Upper Midwest 
are playing their part in bringing 
good ideas and good people together 

. .and they now present the Santa 
Anonymous Story in this space so 
that other people may know it and 
see it work in their own communities 
next Christmas. 


-Minneapolis 
Starand Tribune 


EVENING 


620,000 SUNDAY: 485,000 DAILY 


JOHN COWLES, President 


MORNING & SUNDAY 
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COMMENT 


Forget Reward For Wives? 


Prediction: ‘The wives of many sales department employes will be 
wooed assiduously in 1955 by their husbands’ firms. 


We are not so sure, however, that wives, nor their husbands, will 
appreciate this new-found interest by a firm smitten with the idea 
of getting a husband and wife team for the price of a husband. 


Corporations are asking an awful lot (see “13 Ways An Execu- 
tives Wife Can Help Her Husband Succeed,” SM, Oct. 1, 1954, 
page 76), of wives today. We wonder, though, if management is 
overlooking the perfectly human desire of the wooed wives of corp- 
oration employes to share in the rewards. 


No. il of the 13 ways, for example: “An ideal wife should be 
able to represent her husband in the community and in the church. 
Busy executives often delegate such obligations to their families, as 
they delegate business details to subordinates.” 


Corporations have not gone very far in their thinking about the 
need to reward wives for the extra attention the corporation would 
like them to devote to the corporate welfare. Further, the kinds of 
rewards corporations think wives would like to receive.may bear little 
relation to what wives say they want. For example, many wives tell 
us that they desire to have: 


1. Pride in their husbands’ firm. Every wife wants to believe that 
her husband has made the very best choice of job and company. No 
wife likes to remain silent, nor to apologize for her husband’s em- 
ployer 


When a wife is not satisfied that the firm is treating her husband 
right, no amount of wooing her will make her think more kindly of 
the company. In fact, any effort on the part of the company to get 
the wife to make her husband do extra things will only increase the 
family resentment towards the firm. So ask yourself if you are treating 
your men properly. If you are, you are giving each wife her greatest 
sense of satisfaction with the company. 


2. Information: Wives, especially with small children, are starved 
for adult conversation when their husbands come home. A wife also 
knows instantly when her husband is worried and she wants to know 
why so she can try to help. It is important to keep the husband in- 
formed on anything that has immediate bearing upon the security 
and happiness of a family. Information, just plain information, should 
be given out as it develops. Wives do not like to be greeted with 
bombshells, especially of bad news. 


There’s the desire, too, for a wife to know enough about her 
husband’s job to talk about it with neighbors and friends. 


Your editor knows a wife whose husband sells industrial rubber 
products for one of the largest rubber companies. She does not know, 
clearly, (1) on what basis Ke is compensated; (2) the kinds of prod- 
ucts turned out by the company’s divisions, or for that matter, the 
number or kinds of divisions the company operates; (3) who her 
husband’s customers are; (4) how those customers use the products 
her husband represents. 


How many wives, when asked what their husbands do, can say 
only, ‘Oh, he’s a salesman, you know, selling?” 
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“Sub-miniaturization” actually is a self- 
contradictory word because as radio com- 
ponents are engineered down to thimble 
and pinhead size, electronic applications 
in industry become wider and greater. 
Very soon, a tumbler-full of complex radio- 
electronic equipment will fly an airplane! 
Circuits have been flattened to postcard 
size, and radio-tubes to matchheads. 
“Radio” becomes a part of every industry! 


The fast, far-reaching growth of the radio- 
electronic industry has been made possible 
by a vast amount of technical nourishment. 
More than 1,000 technical meetings a year 
are held by IRE’s 38,000 members in 
eighty-one active sections in every part of 
the English speaking world. The volume 
of published information required to feed 
this engineered progress is e.ormous. 

For forty years, without need of change of 
name or direction, The Institute of Radio 
Engineers has published its “Proceedings 
of the I-R*E”—a monthly magazine 
by radio-electronic engineers, for radio 
engineers. It is an unabridged, accurate, 
working textbook. 481 advertisers use its 
pages to keep their products before de- 
sign men...to sell in the pre-specifica- 
tion stage of this dynamic industry. 


Engineers are educated 
to specify and buy. 
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TRANS-CANADA AIR LINES 


is first to introduce the swift, smooth, 
resttul flight of the 


The four Rolls-Royce propeller-turbine engines of the Vickers 
Viscount bring you a new and completely different experience 
in air travel —a swift-winged ease of flight remarkable for its 
quietness and lack of vibration. 

Already the Viscount has won acclaim on European routes, 
where it has logged more than two hundred million passenger 
miles. Now you can know the restfulness of Viscount travel. 

As you cruise at an effortless five miles a minute you lean back 
and enjoy a panoramic view framed in the largest of aircraft 
windows. The deep-cushioned, two-abreast seat, the brightness 
and charm of the beautifully appointed interior, the even, air- 
conditioned comfort of its pressurized cabin — every detail of 


the Viscount is designed to add pleasure to your trip. 


<macts Telst.C Ble Gagt SE ae 
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SCHEDULED FLIGHTS of the TCA Viscoun 
begin shortly, flying U.S.-Canada and Cana- 
dian inter-city routes. Plan to be one of the first 
fly Viscount. No extra fare. Group Travel 
and convention discounts. Consult your travel 
agent or the,nearest office of Trans-Canada Air 
Lines in New York, Chicago, Detroit (Windsor), 
Cc Seattle Tampa - St. 


Cleveland, Boston, Tacoma, 
Petersburg, Los Angeles. 


vy) TRANS-CANADA AIR LINES 


One of The World’s Great Airlines 
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3. Companionship. The vast migration which has taken place since 
1945, and the dispersal of industry, has sent thousands of wives into 
what they regard as out-of-the-way places where they feel that they 
have become prisoners. Their husbands get on planes and travel thou- 
sands of miles and are back in a day or two. Is there a husband whose 
wife has not said, perhaps in jest, and perhaps bitterly, that she ‘never 
gets to go any place!” 


No wife really looks kindly on an incentive program which leaves 
her alone at home with the children, doing what she does every day, 
while her husband is off having a gay time. This desire of a wife to 
participate in the rewards, and to share the joys of travel with her 
husband, can be almost unbelievably strong. When Stewart-Warner 
Corp. staged a six-month sales contest in 1954 for its Winkler dealers, 
the contest was set up so that husbands could win for themselves and 
also for their wives. Quite a few dealers won trips to Bermuda for 
themselves and their wives, but dozens of husbands who won only 
one prize bought the trip to Bermuda for their wives. So Todd Enter- 
prises, the organization that conducted the contest and the trip, wound 
up by taking more than 400 dealers and wives to Bermuda instead of 
the anticipated 100. 


4. Mutual interests. Most of today’s brides have had some business 
experience. No corporation that takes an interest in developing a 
husband-and-wife feeling should overlook the opportunities for wives 
of executives and wives of other employes to get together, informally. 
Claude Potts, general sales manager, U. S. Machine Division, 
Stewart-Warner, was happy about the sales figures which made his 
Bermuda contest so successful. But he was happiest about the friendly 
interest the wives of dealers, many of whom work in their husband’s 
firms, took in talking shop with the wives of his district managers and 
other executives. So don’t underestimate the value of mutual business 
interests. 


5. Sincerity. A wife expects steady devotion from her husband and 
hates indifference like the plague. So intermittent attention on the 
part of the corporation may be worse than no attention at all. It 
arouses suspicion. The corporation, like the husband who unexpectedly 
brings home a dozen roses, should not forget the value of occasional 
nice surprises. ‘Little things mean a lot.” 


If you have a corporate responsibility for deepening the wives’ 
understanding of their husbands’ jobs, are you sure that you are now 
looking at your sales job from the wives’ point of view? 


But Not Exploit People 


The Peruvian ambassader to the U.’S. said recently that the 
difference between democracy and communism is that communism 
conquers the people, while democracy conquers the land. He was 
commenting on the outstanding success of Casa Grace, W. R. Grace 
& Co. subsidiary in Peru, in developing industry in his country. The 
ambassador made the point that American capitalistic democracy, 
operating in Peru, was subduing rather difficult land and making 
it productive for the people. He implied that the communists, in 
the same situation, would have exploited the people. 


You will get a warm glow of pride as you read “U. S. Busi- 
ness Performance Abroad,” the case study of Casa Grace issued 
by the National Planning Association. While you may not be con- 
cerned personally with the sale of products or services outside of 
the U. S., you will want to know how American capital, in this 
instance, is building good will for all of us in the U. S. More 
importantly, you will see how American know-how is producing a 
better way of life, a kind that other people want, in other lands. 
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ADVERTISING POSTCARDS 
and LITERATURE in 

4 corors at 
BUDGET PRICES 


You, like Kaye-Halbert, can secure 
advertising and sales promotional literature 
and postcards in full natural color 

at prices to meet a limited budget. 

Write today for samples and information 


to the nearest Crocker office. 


od 


H. §. CROCKER CO., INC. 


SAN FRANCISCO, 720 Mission + LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clark * NEW YORK, 100 Hudson 
BALTIMORE, 1600 S. Clinton 


Lou Wolfson 


This Fla. lad put 37 millions in 
Monkey Ward stock. 


He made that dough in scrap iron. 
We helped him, because we have 
been scrapping & selling old presses 
and type-setting machines for years. 
We have bought more presses than 
any relatively-sized paper in the U.S. 
because our ‘4 million people have 
made more money, per capita, in 20 
years than mostly any other group. 
That's why our papers are good adv. 
buys for you to make money plenty. 


Orlando Sentinel-Star 


MARTIN ANDERSON 
Editor, Owner, Ad-Writer & Galley Boy 


Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


ORCHID PROMOTIONS 
AR 


TERRIFIC! 


@ ORCHIDS OF HAWAII, INC. 


hee ie 
National Sales Office, 54 W. 56th St. 


New York 19 + Tel.: JUdson 6-8950 
Growing Fields & Packing Plont: Hilo, Kawaii 


A rich market with 967,300 families who have 
an annual effective buying income of over five 
billion dollars. A super-powered station—the 
one station that reaches this vast territory, 
and exerts tremendous influence on the spend- 


ing habits of this buying audience. 


STEINMAN STATION 
Clair McCollough, Pres. 


Representatives: 


MEEKER TV, INC. 


New York 


combination! 


York 

Hanover 
Gettysburg 
Chambersburg 
Frederick 
Waynesboro 


Hazleton 


Harrisburg 
Lebanon 
Westminster 
Hagerstown 
Sunbury 
Lewistown 


Lock Haven 


CHANNEL 8-LAND 


Reading 
Carlisle 
Martinsburg 
Pottsville 
Lewisburg 
Shamokin 


Bloomsburg 


Los Angeles 


Chicago 
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San Francisco 


Fancy vs Fact 


The army of the skeptics has been reduced in recent months but its size still remains 
formidable. To many of them the fact that the predicted depression didn't arrive on 
1954 schedule is all the more reason for believing that it will come in 1955. 


You hear and read of their specific fancies; here are specific matching facts as 
observed by Philip Salisbury, editor of SALES MANAGEMENT. 


FANCY what assurance is there 


that business won't turn down again? 


FANCY Perhaps business is a 


little better, but soon we're going to 
need a shot in the arm—and where's 
it coming from? 


FANCY There must be some- 


thing phony about the optimistic 
statements you hear and read. Busi- 
ross certainly isn't much better than 
it was a year ago. 


FANCY with sucha key industry 
as steel operating at only a little bet- 
ter than 80% of capacity, what 
grounds are there for optimism? 


FANCY Living costs and taxes 


remain high, and the great bulk of 
families are hard put to make both 
ends meet. And look at unemploy- 
ment! 
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FACT Perhaps the primary reason why a slight recession didn’t turn 
into a real depression in 1954 is that nobody panicked. The Government 
didn’t panic. Consumers didn’t panic. They took a careful look at the 
storm signals raised by fearful economists, examined their own pocketbooks, 
decided they were not badly off, and were not going to be. They went 
right on spending. Corporations didn’t panic. For the first time in our 
economic history they increased sales and advertising appropriations. When 
the going got a little tougher, all three—Government, public, corporations 

-learned something this past year which they won’t soon forget. Inven- 
tories have been reduced. We are ready to go. 


FACT True, the economy has had plenty of transfusions, ever since 
the depression days of the Thirties, but the artificial stimuli have not pro- 
duced a cure. As we face 1955 we can have greater faith because business 
looks healthy rather than drugged; this year we do not depend upon 
artificial forces such as pent-up demand accruing from previous shortages, 
inadequate productive capacity, or any pressing need to expand further the 
rate of Federal spending for national defense. Most of us will buy heavily— 
providing we are asked and reminded thrvugh good salesmanship. 


FACT True. Business isn’t much better, but we are feeling better be- 
cause it is going up instead of down. Maybe the new cars structurally are 
not any better than the 1954 models, but people buy with emotion as 
well as logic, and the new designs appeal to their emotions. Remember 
this: All comparisons during the next six months will be against a declining 
trend last year. It’s always easier to make sales on a rising trend. Possibly 
1955 will be only gently upgraded, but we'll all be more cheerful because 
the direction has changed. 


FACT As mentioned above, it’s all a matter of direction. With opera- 
tions under last year, why are steel people optimistic? Simple. Last year 
operations were high, but tending steadily downward; this last fall the 
rate has been just as steadily up, and bookings for the first quarter are near- 
capacity. What’s true of steel is true of most other industries. In all types 
of corporation offices, decisions with regard to budgets, production sched- 
ules, inventory levels, are being made in an atmosphere of high optimism. 


FACT The B.LS. cost of living has remained steady for the past two 
years, and currently is slightly under a year ago. Taxes will remain high, 
but they have been reduced from last year. Millions of credit-using families 
are now out of debt. The C.1.T. Financial Corp., which carries a tenth of 
the financed cars, reports that 1 million of its customers made their final 
payments last year. Stable liying costs, reduced indebtedness, less fear of 
job loss—will encourage somewhat freer spending, a little less caution. 
The unemployment problem isn’t licked, but it is getting better. Full em- 
ployment is a myth anyway. There always will be a couple of million in 
the “labor force” who at a given moment don’t feel like taking a job or are 
in a period of transition between jobs. 
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FANCY with virtual elimination 
of overtime, the worker has lost the 
“cushion” that he formerly spent on 
non-necessities. 


FANCY Yes, | hear the new 1955 


cars are going well, but the com- 
panies have been “borrowing” from 
normal 1955 business. 


FANCY Certain industries and 


certain areas are doing fairly well, 
but the over-all picture is showing no 
improvement. 


FANCY Construction outlays 


have bolstered our economy, but they 
have increased 10 years in a row and 
a marked falling off is clearly over- 
due. 


FANCY The Government is cut- 


ting down on defense contracts—and 
our prosperity is dependent upon 
high Federal spending. 


FANCY | don't like the way the 


stock market is going up-up-up. I'm 
afraid we're heading toward another 
1929 crash. 


FACT There isn’t much overtime, true, but the average worker in 
November drew roughly $73 a week, a record. With improved machines 
and the drive for automation, workers will continue to have ever-greater 
incomes, but shorter work weeks will make possible more time for recrea- 
tion, entertainment, vacations, travel, sports and sportswear. 


FACT Maybe. But those who know best set this coming year’s sales at 
5.2 million units minimum, and 6 million maximum. Of the 45 million 
passenger cars on the road, more than 9 million, or 20%, are of prewar 
vintage. New roads being built will help to clear congestion, encourage 
car buying by non-car city families. 


FACT Since 1929 The New York Times has maintained a weekly 
business index, and in the first week of December it hit a new all-time high 
at 192.6—which is 10 points higher than the comparable 1953 week. The 
index includes carloadings and production of electric power, steel, paper- 
board and lumber. Business is getting better—no question about it. The 
improvement is general—by industries and by regions, in large cities and 
on the farms. Incidentally, don’t underrate the capacity of the farmer to 
buy. He’s in good shape and actually a lot healthier economically than he 
was under a war-inspired shortage and soaring land prices. 


FACT Back in the Twenties we spent 15% of our national income on 
new construction, but in the record-breaking 1954 year it was only 10%. 
Actually, construction has lagged behind our growth in families over the 
decade and hasn’t begun to take care of the increased needs of larger average 
size of families. For 1955, the Government experts, along with private 
estimators with a high accuracy record of predictions such as F. W. Dodge 
Corp. and McGraw-Hill’s Engineering News-Record, agree on a probable 
increase from 1954’s $37 billion to $39-$40 billion. The greatest increases 
will be in new homes, schools, hospitals, roads; these dollars will be spread 
much more widely among more local communities than was true of plant 
expenditures for defense. 


FACT as compared with post-Korea, defense expenditures are down, 
but even on the curtailed basis we are spending about one-tenth of the gross 
national product. Last month Secretary Wilson announced a $5 billion 
increase for next year and certain other expenditures are going up—and 
ones such as the $70 billion 10-year Federal, state, local road-building 
program—are both more lasting in their good effects, and also more wide- 
spread. 


FACT Recently the averages topped the 1929 high—but the remarkable 
fact is not that this happened but that it took so /ong to happen. Not only 
has national income quadrupled during the quarter-century, with greater 
opportunities for all corporations, but there has been inflation—-cheapening 
of the dollar—and the $100 stock of 1929 should be worth far more than 
double that sum today. In September 1929, stock prices averaged 19 times. 
earnings; last month the figure was 13. The dividend yield in the fall of 
29 was 3.2%; it is 4.5% today... 


1955 looks good! Good selling will insure its being a BIG year . . . Present these facts 
to salesmen, distributors, dealers—through sales meetings, house publications, bulle- 


tins, sales calls . 


Reprints 10 cents each (100 or more, 5 cents each.) Please remit with order. 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 
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Hammond Organ Hits the Jack Pot 
Selling Music to Farm Families 


The statistics are startling: about one-third of the com- 


pany's volume now comes from rural America. This rich 


potential was developed through sales promotion and ad- 


vertising custom-tailored to the character of the market. 


An interview with H. C. LEMBKE, 


General Sales Manager, Hammond Instrument Company 


‘We don’t have to sell the farmer 
organ music. All we have to sell him 
is the fact that he has the ability to 
play it!” 

H. C. Lembke, general sales man- 
ager, Hammond Instrument Co., 
Chicago, points out that in the early 
1900’s, Sears, Roebuck & Co. sold 
thousands of “pump organs” through 
its mail order catalogs. The organ 
was a stock instrument in the farm 
home, supplying family entertain- 
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ment during long, snowbound winter 
evenings. “Today,” Lembke says, 
“the organ, particularly the chord 
organ, is especially suited to the farm 
family requiring a different kind of 
entertainment satisfaction from that 
provided by television. Anybody can 
play one. The instrument has a sus- 
tained tone, doesn’t require the 
musicianship the piano does.” 

By getting out and promoting the 
farm market, Hammond has pulled 


in 29%-36%, or one third, of its 
business from agricultural areas. The 
company now accounts for about 
40% of the annual organ billings in 
the U.S. For example: In five 
counties around Lima, O., 16 farm 
families own Hammond © organs. 
While this is a prime rural market, 
Hammond organs are also delivered 
daily to remote sections of Texas, the 
Rocky Mountains and Dakotas, as 
well as the rich farm regions of the 
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middle western part of the country. 

What in the marketing picture 
made the organ manufacturer look 
twice at the rural market? Lembke 
explains: ““The music industry has 
always been low-pressure in selling; 
the attitude—‘Here’s the store and 
here’s the merchandise—come and 
get it.’ We have set up small dealers 
since 1950, but last summer w7 began 
to realize the opportunity in the farm 
market.” 

Electrification of farms gives them 
a high potential for organ sales. The 
enthusiasm in rural areas for school 
bands is a stimulus to music apprecia- 
tion among farm youth and musical 
instruments are practically standard 
equipment in the modern farm home. 
Logically this fosters a desire for a 
family instrument, one everybody can 
play. 

Sales results? “Today the small 
dealer in the rural area is doing 
better localized business than his 
counterpart in the city,’ ILembke 
says. “Up to 1950 we had only 100 
dealers across the country, each with 
big territories. Now we have 400, a 
large proportion of them in agricul- 
tural areas.” 

One of these “little” dealers, in 
Klamath Falls, Ore., sells 700 organs 
a year. And down in Alabama and 
the Carolinas where, Lembke states, 
there was a tenacious belief that 
organs were for townspeople only, 
Hammond dealers sell an ‘amazing 
number of spinet organs which retail 
for well over $1,000.” 

To reach the rural market, Ham- 
mond Instrument Co. has: 


1. Encouraged its dealers to ex- 


This is just a truck... 


A ROLLING POSTERBOARD with a built-in display room, 
this vehicle is well-known in the rural 
Decatur, Ill. It belongs to one of Hammond’s dealers. 
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Drawing and Selling 
At a County Fair 


Here are a few pointers 
Hammond gives its dealers 
for selling at a county fair 
demonstration booth: 


1. Always have at least two 
men in every booth: one can 
demonstrate while the other 
gets names and addresses. 


2. Have a large supply of 
business reply cards as an 
additional means of obtain- 
ing names and addresses. 


3. Have imprinted sales 
literature available and 
placed in a good traffic loca- 
tion. 


4, Let prospect demonstrate 
instrument himself whenever 
possible. 


5. Use mirrors over booth 
so that many can see demon- 
stration without crowding 
around instrument. 


6. Don’t rope off booth. 
Make it easily accessible to 
all traffic. 


7. Advertise booth in all 
media and in store displays. 


8. If possible, have one or 
two smaller booths for pri- 
vate demonstrations and 
“closing.” 


districts around 


hibit at county tairs, and supplied 
them with necessary props, other aids. 

2. Spent $42,000 to produce a 25- 
minute sound film for showings in 
rural churches and schools. 

3. Encouraged small-town dealers 
to invest in a “rolling music studio 
and salesroom’’—a truck with one or 
more organ models displayed inside. 

4. Advertised regularly in farm 
and small-town publications. 

To help dealers set up at county 
fairs, Hammond created a show 
package. “Lack of props and signs 
was, in our opinion, the biggest 
obstacle dealers faced in displaying 
at fairs,’ Lembke explains. ‘““We had 
a special package made up and sent 
to our dealers, plus a bill for $25. We 
left a loophole for its return. None 
came back.” 

The package included two banners, 
8 feet long and 18 inches wide; an 
animated display into which the chord 
organ fits; a sales literature rack; 
dealer identification posters; price 
display tent cards and a literature 
counter-display poster. Dealers were 
also sent a set of radio spot announce- 
ments to promote their participation 
in fairs, home shows, etc. They were 
instructed to check local radio sta- 
tions on the best available times for 
reaching rural listeners. 

In organizing fair and show pro- 
motions, dealers learned the import- 
ance of these steps for pulling traffic 
into their booths, getting prospects: 


1. Always have at least two sales- 
men in every booth—one can demon- 
strate while the other sells, gets 
names and addresses. 

(Continued on page 61) 


. . . but here's its interior! 


PLUSH EYE-APPEAL, plus many of the comforts and 
conveniences of a retail store, help to make this mobile 
demonstration room an effective, all-weather selling tool. 
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The Man in American's Kitchen: 
He'll Cook on the Front Burner 


Mack Johns, a gentleman who believes 
in kitchens the way some men believe in 
annuities, is taking on the job of selling 
more, better and bigger kitchens: He’s 
sales manager of kitchens—a newly created 
post—for American Kitchens Division, 
AVCO Manufacturing Corp., Conners- 
ville, Ind. Not only does Mack believe in 
kitchens, he looks as if he spent a great 
deal of time in one which isn’t exactly a 
handicap in his work. He has spent a lot of 
time in kitchens—American’s. Until recent- 
ly he’s been acting field sales manager 
(since last June) ; before that he was sales 
manager in Kansas City and Midwest 
regional sales manager in Chicago before 
returning to the home office as Eastern 
Division manager in ’52. Prior to that he 
was assistant advertising and sales promo- 
tion manager for American. In 10 years 
with American Kitchens he’s built an out- 
standing record in merchandising and sales. 
P. S. He fries a mean egg. 
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NBC's One-Time Page Boy 
Becomes Its Spot Sales V-P 


Twenty years ago a downy-cheeked lad of 17 
went to work for National Broadcasting Co. 
Nothing unusual about that. But today he is 
the new vice-president in charge of the network’s 
important Spot Sales activities. The lad—now a 
mere 37—is Thomas B. McFadden. And he 
didn’t remain a page boy long. Less than a year 
after it took him on, NBC gave him a place as 
a writer in the newsroom. He’s frank to admit 
he had only a high school education but he knew 
where he wanted to go. He had a good speaking 
voice, was soon broadcasting news. When war 
came he went into the Navy pronto—on Pearl 
Harbor day. The Navy used him in Intelligence. 
But he wanted action. Next thing his family 
knew he was in the Army as a pilot in the 
African and CBI theaters. He was discharged in 
45 with the rank of captain. . . . Back at NBC 
he became director of news and special events, 
then general manager of the network’s owned 
stations in New York City. Until recently he’s 
been general manager of KRCA, Los Angeles. 
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THEY’RE IN THE NEWS _s pty narry woopwarp 


JANUARY 


Gravitated Toward Sales’ 


Silt 
. 4 
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John W. Belanger—recently elected executive v-p of General Electric Co., with 
headquarters in New York—left home in Bath, Me., to go to work for G-E in Lynn, 
Mass., as a student engineer. He was just a kid and a homesick one. But the company 
knew it had a comer: John, it was discovered, had enrolled in day school, night school 
and Franklin Technical Institute and was, simultaneously, holding down his job! 
‘Today he’s an easy, gentlemanly guy who loves his work but has never let it wall him 
away from outside interests. And, 37 years after collecting his first G-E pay envelope, 
he is in full charge of the Industrial Products and Lamp Group. His early experience 
with the company was technical—but he liked sales. His first taste of it was in the 
Philadelphia sales office as an arc welding specialist. Then he became a salesman in 
the Industrial Department, contacting steel mills and oil refineries. Later he was head 
of marine sales, Philadelphia District. In ’43 he was appointed assistant sm, Ap- 
paratus Department, and eight years later was made a company v-p and general man- 
ager of the new Defense Products Division, the post he held just previous to his 
election as executive v-p. . . . He hunts, fishes, is an ardent and accomplished photog- 
rapher. But his greatest kick is using his own bulldozer for clearing 70 rugged acres 
at his place on the Mohawk River. “I got tired of hiring bulldozers,” he says with a 
kid’s grin. “Bought one of the things myself. Been at it every week end since.” 
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GUY GILLETTE 


Part Il: Data Processing 


Was the millennium at hand? In 
mid-August, 1954, Harvard Univer- 
sity announced that, for the first time 
in American university history, it was 
offering a training course leading to 
a Master of Science degree in data 
processing. 

Soon, graduate computer experts 
would leave Harvard to diagnose and 
prescribe treatments for bad cases of 
paper-work sclerosis, a disease plagu- 
ing more and more businessmen. 

In business management, survival 
often depends on the systematic dis- 
covery of new ways to solve old, re- 
curring problems. Actually, we seem 
to devote most of our working hours 
to the never-ending search for im- 
proved methods. There is, as the news 
from Harvard suggests, the necessity 
to find better ways to process paper- 
work, 

The chart below shows some of the 
information-handling load that is now 
processed faster and more accurately 
by mechanized means. On the follow- 
ing pages are brief case histories de- 
scribing methods specific sales organ- 
izations have developed to solve desk- 
work problems commot to most sales 
departments. You will discover that 
many of the more dramatic success 
stories are based on simple, relatively 
inexpensive changes in procedure. 
This brings to mind a statement by 
Devereux C. Josephs, president, New 
York Life Insurance Co.: 

“Do not forget,” he once told a 
management group, “that a new me- 
chanical device is only a tool. Such 
tools might be able to reduce the staff 
needed for a given operation, but a 
better-planned procedure with em- 
ploye cooperation may save the cost 
of the whole operation.” 

We human beings are victims of 
habit; we resist change in our per- 
sonal and business lives. Old routines 
which have proved successful in the 
past sometimes become pitifully out- 
dated before we realize it. For ex- 
ample, how long has it been—if ever 
—since you challenged the sales order 
form? Is it really the streamlined 
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Mechanization 


You run a sales organization, not an automatic factory; but if you 
apply an efficiency yardstick to paper-work procedures, you may 
discover that old routines are, to put it mildly, outdated and costly. 


sales tool that it should be? 

Or is it a bulky, complicated docu- 
ment which requires handling and 
re-handling, copying and re-copying, 
deciphering, guesswork? Look at it. 
Does it tell you everything you need 
to know about the customer? The 
product? Sizes, models, shipping in- 
structions? Do salesmen merely check 
information by coded means, or must 
they prepare a written essay in order 
to describe what it is they’ve sold ? 

A simple, well-planned redesign of 
order forms has enabled W. A. Sheaf- 


Some 


WHAT WAS BOUGHT? 


WHO BOUGHT? 


WHO SOLD? 


WHERE SOLD? 


machines 


fer Pen Co., Fort Madison, Ia., to 
“clear up salesmen’s sample accounts” 
two months sooner than ever before, 
“saving a total of almost half a year 
in man hours.” And... 

Fruehauf Trailer Co., Detroit, re- 
cently made several form changes in 
its sales order system. As a result, the 
trailer firm estimates that its salesmen 
save up to 12,000 hours per year in 
the preparation of the new sales 
order. 

Through what The Diamond 
Match Co., New York City, calls 


can tell you this... 


by individual product 
by major product lines 
by price line 

by profit percent 


what industries 
which customers 
what products 


salesmen 
brokers 
distributors 
dealers 


by territory 

by state 

by county 

by city 

by marketing area 
by trading area 
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of the Modern Sales Department | 


“Statistical intelligence,’ the company 
has organized data reporting into a 
common numerical language, meaning 
that a wide variety of sales controls 
and accounting records can now be 
obtained from a single punched card. 

Equipment makers are developing 
devices at a spectacular rate to help 
speed office routine. Now available 
is an typewriter which, 
hooked to an electronic computer to 
print “answers,” raps out 1,800 char- 
acters per second, a speed equal to 
the output of 300 pretty typists. 
There are more than 30 manufac- 
turers of photocopying equipment. A 
new adding machine automatically 
converts inches to feet and yards. 
Mimeograph stencils can now be re- 
produced electronically ‘by means ot 
facsimile equipment. A carbonless 


electronic 


BY PHILIP PATTERSON 


carbon paper is available. 

Today’s mechanized mailing equip 
ment deserves more attention than it 
gets. Office duplication machines turn 
out price lists, sales bulletins, special 
offer notices and selling messages of 
many kinds. High-speed machines 
simplify addressing. And modern in- 
serting and mailing machines make 
quick work of the once cumbersome 
job of mailing preparation. One of 
the latter units, for instance, mechan- 
ically picks up and gathers enclosures, 
puts them into envelopes, seals, meters 
postage, counts and stacks. 

General Electric’s Major Appli- 
ance Division, Louisville, Ky., is 
leasing one of the now famous 
UNIVACs (remember election night?) 
to turn out the payroll for 12,000 
employes. The computer, by the way, 


- +. Other machines speed 


and simplify... 


order handling 

sales & inventory control 
expense control 

statistical control 
compensation detail 

counting, tabulating, classifying 
filing, record-keeping 

multiple copies, duplicating 
mailing & shipping procedures 


credits & collections 


prints the checks, and does the entire 
weekly payroll job in about six hours. 
Says the Division’s manager of busi- 
ness procedures, R. F. Osborn: “It 
would be impossible to place a mone- 
tary value on the sales analysis, 
market projections and _ production 
forecasts which we will eventually 
obtain” from the machine. 

But because we are creatures of 
habit, reluctant to plunge into some- 
thing new, the tendency is to wait— 
see what the other fellow is doing. 
Say’s Shell Oil Company’s Matt 
Boz, assistant manager of methods 
and statistics: “The price of passive 
waiting will be to see important cost 
advantages go to companies that ac- 
tively aid in the development and 
application of better equipment.” 

(continued next page) 


Data Processing 


Getting 
Answers 


Close-up of one of the Dis- 
tributon’s in-put units. Oper- 
ator punches number of item 
ordered from John Plain cat- 
alog, and in three-tenths of 
one second total of all such 
items ordered that day is 
flashed above keyboard. Up 
to 15,000 orders per day are 
tabulated in thie manner. 


With Distributon, 10 girls at 
John Plain now do the work 
that would otherwise require 
150 clerks. The ultra high- 
speed record keeping system 
sorts items into 39,000 “files,” 
and produces instantaneous 
totals. At day’s end, sales 
totals and corresponding 
item numbers for all incom- 
ing orders spin out of ma- 
chine, neatly typed. 


Problem: how to keep inventories 
in balance with week-old informa- 
tion; unbalanced inventories mean in- 
ability to fill orders, customer dis- 
satisfaction. 

John Plain & Co., Chicago, whole- 
sale mail order distributor of house- 
wares and gifts, sells everything from 
diamond rings to youth beds to 50,000 
stores in small, usually rural com- 
myinities. T’1e company carries 8,000 
items. During peak seasons it proc- 
esses 75,000 orders a week, or 15,000 
orders a day—each order containing 
an average of 10 items. Yet, John 
Plain processes these orders with only 
10 persons and a magnetic ‘memory 
drum” called the Distributon. 

It is a fantastic machine which 
sorts into 39,000 classifications, adds 
as it sorts and registers all totals for 
instant visibility. They say it is rated 
at 150 GP. This means that it does 
the work of 150 competent tally 
clerks: “150 Girl Power.” It makes 
no mistakes. 

One morning the company receives 
an order, let’s say, for a dozen pieces 
of item #321123. The operator has 
a 10-key keyboard in front of her. 
She punches 1-2 (space) 321123. If 
she makes a mistake, such as a trans- 
position, the machine will not accept 
her entry, will lock her keyboard and 
flash an error signal. She punches the 
right number, initiating a complicated 
electronic cycle which spends itself 
in three-tenths of one second. Want 
the facts now, or at the end of an 
hour’s tallying? Punch several keys 
and the total appears visually on a 
dial. Want a complete report? Start 
the high-speed printer. At the rate of 
75 lines a minute, item numbers and 
sales spin out, neatly typed side by 
side. 

That is how incoming orders are 
tallied at John Plain. 

The Distributon was built by En- 
gineering Research Associates and 
Remington Rand Inc. (who acquired 
ERA during the period of construc- 
tion). 


In the Air 
Like John Plain, American Air- 


lines, Inc., has discovered that as busi- 
ness expands we may reach a point 
where the efficient handling of in- 
formation cannot be accomplished by 
the mere addition of personnel. 

In an American Airlines hanger at 
LaGuardia airport is a roomful of 
electronic things. Here are two mag- 
netized drums which whirl at 1,200 
revolutions per minute. On their sur- 
faces are invisible patterns of magne- 
tized material. The patterns record a 
running inventory of space on more 
than 1,000 American Airlines flights 
for a period of 10 days. 


Agents in ticket offices throughout 
the New York City metropolitan 
area have access to the machine 
through push buttons and leased lines. 

The device itself is called the Mag- 
netronic Reservisor. It is a high-speed 
computer, a storage and filing system, 
a data transmission system, a display 
device and a logging recording unit. 
It is a system for haridling seat reser- 
vations automatically. 


Can You Use It? 


With very little change, it could 
go to work for any number of con- 
cerns, says Charles G. Abbott, Ameri- 
can Airlines manager of methods de- 
velopment, where changes in inven- 
tory records must be made quickly, 
accurately. “It could keep track of 
sales, inventories on hand, _back- 
ordered amounts, rentals, schedules 
for rolling stock.’ A closely related 
model is already serving the Toronto 
stock exchange, bringing instant quo- 
tations into the offices of subscribers. 

To you, a customer stepping up to 
the ticket counter, the Reservisor 
looks like a small adding machine. It 
has buttons for the day of the month 
and for number of seats; a slot for a 
metal plate carrying a part of the 
complete schedule of flights. 

“Two to Chicago tomorrow morn- 
ing,’ you say. Your agent drops a 
destination plate into the slot, punches 
tomorrow's date and two seats, flips 
a switch. In less than one second sev- 
eral of a group of eight lamps lined 
up in front of the destination plate 
glow. Your agent says: ‘“We can con- 
firm two definite reservations to Chi- 
cago on either our ten o'clock or 
eleven o'clock non-stop flight. At 
present there are not two seats avail- 
able on our earlier non-stop flights.” 

“T’ll take the ten,” you reply. 

Your agent pushes another button 
or two, watches a green light glow 
(that means “check’”’). Then he flips 
a “sell” switch. Had there been no 
seats, or only one, an amber “reject” 
lamp would have lighted instead of 
the green one. Had the agent omitted 
a digit of the date, left out the des- 
tination plate or made some other 
mistake, a red “error” lamp would 
have told him to check his actions and 
try again. 

You made your reservation and 
bought your ticket at the same time. 
How long did it take? About two 
seconds to confirm the reservation. 
The agent had only to operate his 
Reservisor set and ticket you. The 
agent’s set asked its question and re- 
ceived its answers from the master 
memory and computer miles away, 
sharing it with agent sets in other 
ticket offices and in the central tele- 


phone reservations room. When the 
agent closes the switch to check avail- 
ability, he sets in motion a chain of 
events carefully timed to thousandths 
(some to millionths) of a second. 
One or a hundred or more agent sets 
may call for service from the master 
equipment, and all get prompt replies. 
This procedure eliminates time- 
consuming telephone calls between 
ticket offices and the reservations 
office. It also eliminates the compli- 
cated availability board in the reser- 
vations office on which the seat in- 
ventory was previously kept. Reserva- 
tions agents, receiving telephone calls 
from ticket agents or passengers, pre- a = 
viously consulted this board to deter- me Fr 
mine space available. The inventory 
was kept by means of 2,407 separate 
unit plaques posted on the board. 
The Reservisor churns away at 
only a fraction of its capacity. If, for 
some reason, customers expressed a 
preference for traveling on planes 
with green seats, all green-cushioned 
planes in use could be grouped and 
checked out at the ticket counter, 
giving customers exactly what they 
wanted in a matter of seconds. 
Charles Abbott explains that the 
Reservisor accomplished four things 
for the company in 1953: (1) “It 
increased the accuracy of our system, 
(2) speeded the process of obtaining 
a reservation and a ticket, (3) in- 
creased the company’s revenue by per- 
mitting the more adroit merchandis- 
ing of alternate yet equal accommoda- 
tions, and (4) accelerated the resale 
of canceled space by returning it to 
available inventory almost instan- 
taneously.” He points out that the 
machine contributed a savings to the 
company equal to 10% of its book 
value. 
When the Reservisor was placed 
in service, it was an experiment not : but device is part of 
so much from the engineering point electronic computer capable 
of view as from the systems and of keeping tab on seat avail- 
methods viewpoint. It is no longer ability for 1,000 flights for 
that, Abbott declares. “Today we period of 10 days in advance. 
stand on the threshold of an auto- 
matic reservations system that will be 
available to our national network of 
75 offices.” 
Developed jointly by American 
Airlines and The Teleregister Corp., 
New York City, the Reservisor cost 
about $500,000, took eight years to 
plan, build and perfect. 
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American Alrlines’ agents 
snap fingers to place seat 
reservations. Customer sees 
what appears to be adding 
machine... 
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These butt... ...4 lights tell 
agents all they need to know 
to “reserve you and ticket 
you” in two seconds. 


Data Processing 


Interpretation 


Sometimes it is easy to lose sight of 
the fact that we are not processing 
papers and cards; rather, we are han- 
dling information which ultimately 
must be interpreted. 

In common with many companies, 
The Diamond Match Co., New 
York City, found that, although a 
wide variety of reports were being 
produced in various locations by a 
large number of clerks, significant in- 
formation was either net available in 
many cases, or not available to all 
levels of management. 

Both source data and report re- 
quirements had increased in volume 
and complexity, as had the number 
of personnel required to produce the 
data. 


A Common Language 


According to F. J. Hillman, assist- 
ant to comptroller, a study of report 
and record requirements revealed that 
a large majority of reports necessi- 
tated repetitive handling, duplication. 
After careful evaluation, the data 
needed to produce a wide variety of 
sales controls and accounting records 
were integrated into a common nu- 
merical lan@uage obtainable from a 
single punched card. 

Invoice forms were re-designed to 
carry the necessary source data; they 
were combined in continuous carbon- 
interleaved sets with order and bill of 
lading copies. Salesmen’s orders were 
also re-designed to provide basic data. 

The “synchromatic” (Remington 
Rand Inc.), a billing machine with 
punch attachment, provided the link 
through which the punch card, with 
all source data, was created as a by- 
product of the order-billing opera- 
tion. 

Examples of some standard sales 
controls reports, excluding accounting 
records, which are produced from the 
single by-product punch card are 
shown in the chart at right and de- 


scribed below .. . 


Invoiced sales reports are prepared 
weekly for the company over-all and 
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At Diamond Match sales information is avail- 


able—on schedule-—-to all levels of manage- 


ment. Secret is in single punched card. 


for each division and area, by product 
group and product. For each product, 
comparison is made to current budget 
and to sales in the same period of the 
prior year. 


Territorial sales reports are pre- 
pared monthly for each salesman. 
Copies and summaries are provided 
area, product and other sales man- 
agers. Comparisons of individual 
product sales are made to salesmen’s 
quotas and prior year sales. 


Sales by geographic division re- 
ports are prepared quarterly in addi- 
tion to area and territorial reports, 
since changes in company-designated 
territories and areas are frequently 
required—to meet fluctuating operat- 
ing requirements. The geographic di- 
vision reports were developed to re- 
cord comparative sales of each product 
classified in the nine standard divi- 
sions used by the Department of Com- 
merce, Bureau of the Census and the 
statistical analyses published by SALEs 
MANAGEMENT. In addition to  pro- 
viding standard comparative analyses 
for company use, the geographic divi- 
sion reports are used for all govern- 
mental and trade association report- 
ing. 


Customer product sales reports 
are prepared for all principal chain 
and jobber customers by ship-to points 
and, for multiple-unit customers they 
are summarized by bill-to points. On 
each customer report, to-date sales of 
individual products are compared 
with the same prior-year period. 
Copies are directed to product sales 
representatives and to product and 
area sales managers. 


Product by customer sales reports 
are prepared monthly on certain key 
products. Total sales of the product 
to date are analyzed by states, and 
for each customer within the state. 


Sales by type of shipment reports 


are prepared quarterly for all prod- 


ucts, and reflect analysis of individual 
product sales by factory and ware- 
house shipments, designated in cate- 
gories of carload, pool car, service car 
and LCL. The reports provide a 
flash analysis so that any uneconomic 
trends may be further investigated. 


Warehouse inventory records are 
prepared regularly for each stock lo- 
cation and reflect opening and closing 
inventory levels and details of in and 
ut stock movements. 


Monthly inventory reports are a 
summary control report for all prod- 
ucts, reflecting total opening and 
closing inventories of each product, 
factory shipments, sales, transfers and 
adjustments. Inventories are sup- 
ported by the detailed records noted 
in warehouse inventory records noted 
in the above paragraph. 

Of course, from the single punched 
card come correlative data for a mul- 
tiplicity of accounting department 
records. 


SALES MANAGEMENT 


aco” 


“- 


mane 0 no 
“= 


Data Processing 


Record-Keeping 


Achieving complete customer 
coverage—systematically and period- 
ically—is a mechanical problem rank- 
ling in the minds of a good many 
sales chiefs. Part of the job involves 
manpower-building, motivation, prac- 
tical territorial arrangements. But a 
substantial task is that of creating a 
workable control system at head- 
quarters. 

At E. C. Atkins & Co., Indian- 
apolis, manufacturers of saws and 
other cutting equipment, a rigid fol- 
low-up control plan assures the com- 
pany that each of its customers is 
called on regularly. 

The company’s record system sig- 
nals lack of sales calls automatically. 

No customer can be slighted, for- 
gotten, ignored. 

Gentle reminders come to salesmen 
from the home office, hinting a call on 
customer X is overdue. Atkins calls it 
a sales-building system. Here’s how 
it works: 


A 3%” x 3%" form (above) is 


STATE city 


TREET ADORESS 


} MAROWARE DEALER 
HARDWARE JOBBER 
WiLL SUPPLY DEALER 12 BOX FACTORY PAPER 
INOUS. PLANT WOOO 2 id PRvrer 
WNOUS PLANT METAL VENEER Mr 
(NOUS PLANT PAPER 
LARGE CIRC MILL 
LARGE BAND MILL 
SMALL CORE MILL 


€ C ATKINS &@& CO 
INDIANAPOLIS 


GaEBOLO SanemeeER FORM 
32010 e(332c" 


1 GSR 


There are 20,000 salesmen’s call records like this (front and back) 
at E. C. Atkins Co., Indianapolis. When call is posted, card is offset 
in file. Remaining cards signal accounts not called on. 


set up for each customer. Forms in- 
clude the following information: 
state and city, territory, customer’s 
name and address, type of customer’s 
business and record of sales calls. 
Kind of business and sales calls are 
posted by a simple check mark on the 
form. 

Altogether there are 20,000 forms. 
They are filed alphabetically by state, 
city and customer, and housed in 
rotary units similar to those pictured 
below. 

At the time of first posting, the 
card is offset. As salesmen report 
their calls, the customer’s record is 


check posted and returned to center 
position in the file. At the end of a 
predetermined time period, all records 
in the offset position automatically 
signal accounts not called upon. 

A list of. these accounts is then sent 
to salesmen as a reminder that “these 
calls are overdue.” 

In. addition to the benefit of effi- 
cient customer coverage, home office 
mechanical procedures have been 
simplified. For example: 

Record finding time has been re- 
duced by 50%, according to the com- 
pany. The filing units are essentially 
wheels which turn electrically when 
the clerk pushes a button. 

Record posting time has been re- 
duced substantially, also. With the 
revolving wheel system, or “rotor 
posting,” records are posted without 
being removed from the file. The 
clerk has access to all call records 
without leaving her chair. 

Atkins’ filing equipment, “Card- 
ineer,” is manufactured by Diebold, 
Inc., Canton, O. 


Wheels go ‘round to record sales ac- 
tivities for 200 salesmen, Oakite Prod- 
ucts, Inc., New York City. Rotary 
files are electrically driven. Problem 
was to record sales calls of men mak- 
ing average of seven calls daily, on 
120,000 customers for industrial clean- 
ing equioment. Oakite now has 27 
units, each holding 5,000 5” x 8” cards. 
Four girls do recording job. 


Helen Bass Laine Wilson Jerry Campbell 


Fritz Gahagan Edna Arico “Van” Van Diver Evelyn Steiner 


appy New Year 


. to our clients, past, present, and future! 
.to our contemporaries’ clients!! 
. to our contemporaries!!! 


Which Season’s Greeting moods us for passing a few resolutions. AMEN! 
We firmly (yes, firmly)... 

Sky Hopper 
resolve, to quit argufying with clients — at least after 3 p.m. of any working 
day ... except, of course, in support of measures we believe to be to their more 
enduring benefit than any proposed alternative. 
resolve, to bend our ditch-digging picks to persuade each client that his custom- 
ers and prospects are his bosses... and that the value of our service to him 
increases as we represent his bosses’ interests, and decreases as we yield such 
representations to his illusions. 


resolve, to continue our efforts to induce clients to explore, or permit us to 
explore, objectively, what's on their customers’ and prospects’ minds, so far as 
it may affect the marketing of their products. 


resolve, to improve our composure and restrain our obstinate spirit in the face 
of damaging assaults on plans we believe to be sound, copy we believe to be 
good, and charges we believe to be fair. 


resolve, to admit mistakes, without alibis; to allow clients freedom of speech 
and opinion, without rancor; to humble ourselves before unexpected but irre- 
futable facts and insuperable odds, without pride. 


In sum... 
We expect to prosper in 1955 only as we contribute to our clients’ prosperity 
through the profitable improvement of their relations with their customers, 
their prospects, their employees, and their communities! And the same to you! 
12 East 41st St., N. Y. 17, N. Y. LExington 2-3135 


‘**DITCH-DIGGING’ ADVERTISING THAT SELES BY HELPING PEOPLE BUY’’ 
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All business is specialized 


..and nothing specializes 
on your business like your 
business paper 


This profit-wise peddler looks for 
the wettest crowds. His business is 
specialized. Like yours. 

And like your business, this bus- 
iness paper of yours specializes, too. 
It packs into one place the current 
facts you want. It scouts out, sorts 
out, reports and interprets the specific 
news and information you need to 
keep posted and keep ahead in your 
field. Cover to cover, editorials and 
ads, it concentrates on bringing you 
specialized help youcan’t get anywhere 
else. Read it thoroughly . . . and put 
it to work. 


This business paper in your 
hand has a plus for you, 
because it's a member of 
the Associated Business 
Publications. It's a paid cir- 
culation paper that must 
earn its readership by its 
quality .. . And it’s one of 
a leadership group of busi- 
ness papers that work to- 
gether to add new values, 
new usefulness, new ways 
to make the time you give 
to your business paper still 
more profitable time. 


What Your Wife 
Should Know 
About Your 
Business Affairs 


JANUARY 15 
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One of a series of ads prepared by - App 
THE ASSOCIATED BUSINESS PUBLICATIONS 


Data Processing 


Orders are received and opened in 
are certified 
as to avail- 
and _ shipped 


the morning mail. They 
as to payment, checked 
ability, processed, filled 
by nightfall. 

It is a smooth process, and it works 
—unless someone discovers that the 
items ordered are out of stock. 

Is the merchandise ordered actually 
available? 

This is the bottleneck question that 
must be answered at some point in 
the order-processing procedure. 

At the So. Summer St. «warehouse, 
Breck’s of Boston, the Gift Orde: 
Division has solved a counting and 
segregating problem through the use 
of manual tabulating equipment. It 
has replaced hand-posting methods. 
It is a simple, inexpensive way to 
maintain stock control. 

At Breck’s, 1,080 separate gift 
items are accounted for on 1,080 
separate keys. Each key is actually a 
tiny counting miniature 
adding machine. All the keys are as- 
sembled into six large machines 
handled by two operators. 

Each key on the machines repre- 
sents a gift item offered in the Breck’s 
catalog, and as orders are received 
they are tabulated by a touch of the 
proper key. If, for example, there 


device, or 


were six orders for item X, the op- 
erator would touch the ‘X’ key six 
times. The total shown on each count- 
ing unit, when deducted from the 
stock card balance, provides a run- 
ning inventory control. When stocks 
run low, reorder is expedited. Or, if 
the line is to be dropped, the proper 
key is “flagged” to prevent over-post- 
ing. 

Savings achieved with this kind of 
tabulation over former methods of 
putting down penciled tally marks on 
long sheets of columnar paper stem 
(1) No pencil 
work is required throughout the day’s 
tabulation; (2) there is no need to 
shuffle through sheets of columnat 
paper to locate a particular gift 
category. 

At the end of the day, or week, the 
totals recorded on the machines are 
read directly to a posting clerk with- 
out the necessity of recounting a 
series of tally marks. 


trom several sources : 


Sources and Credits 


For a complete listing of machines 
and systems discussed in the above 
case histories —and_ representative 
manufacturers—please turn to page 


49. 


Mechanized record-keeping helps the world’s oldest mail order house, Breck’s 


of Boston, maintain stock control of over 1,000 gift items. 
accomplished through simple counting devices cperated by two girls. 


work, hand-posting are eliminated. 


Mechanization is 
Pencil 


How can you get instant answers to these 
important sales management questions? 


UESTIONS — Trouble spots in your sales picture requiring action? 


Overall account activity ... year to year? 
Percentage of sales quota — by account? 
Month of last sales call — by account? 


Management Summary 


“tags SALES AN/“YSIS 
BY CUSTOM CY E\V CLASS 


CUSTOMER 
NUMOER 


1027 


27\'0 0900/0000 


NSWER — KARDEX 


KARDEX WILL SIMPLIFY YOUR PUNCHED-CARD SALES REPORTS 


Sales management can most effectively use sales data, 
summarized from punched-cards, when it is centralized 
in Kardex Visible Records... where attention is 
focused on trouble spots that require action. Punched- 
card sales figures can be tabulated in any desired 
sequence and these figures can then be transcribed to 
Kardex Visible Records where colored signals pinpoint 
the exceptional facts for the sales manager. Such per- 
tinent information as “assigned quota,” “percentage of 
quota obtained to date,” and “month of last cali” are 


Write today for the 26 page booklet KD524.1 “How to Increase Profitable 
Sales”... for the detailed and illustrated explanation of this and other 
Remington Rand sales control systems. 
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all visibly charted for instantaneous reference. 

Your up-to-date sales picture... by salesman, by 
product, or by branch or territory .. . is always at your 
fingertips. 

All quota percentage calculations are accurate and 
automatically charted with cards. You get truly effec- 
tive sales control because Kardex charts the important 
facts that call for prompt attention and action. A con- 
venient history of sales, over a period of several years, 
is automatically compiled in Kardex Visible Records. 


Klemington. Fand. 


Room 2304, 315 Fourth Avenue, New York 10, N.Y. 


Data Processing 


Order-Handling 


“Our entire order-writing pro- 
cedure is now the smoothest in the 
history of our company,” says J. B. 
Finley, manager, order department, 
W. A. Sheaffer Pen Co., Ft. Madi- 
son, Ia. A new delivered-order form 
now in use, devised originally to less- 
en administrative burdens in process- 
ing “Snorkel” pen orders, works so 
well that the company uses the same 
idea for its “regular” order forms 
for writing equipment, supplies. 

Because Snorkel pen sales frequent- 
ly exceed dealer estimates, especially 
near the holiday season, salesmen 
often draw small working stocks of 
pens from factory inventory, deliver 
as required. But this delivered-order 
method created an administrative 
problem—double bookkeeping, sepa- 
rate entries, figure work. 


Object: Simplify 


Salesmen’s accounts were subject to 
different discount rates. And order 
forms went first through routine 
dealer billing procedures, then were 
returned to sales for balancing of 
salesmen’s sample accounts. It took 
six people two months to balance sales 
sample records for the holiday season. 
In addition, the sales department 
could not keep the orders, had to 
transcribe all information before 
crediting to salesmen’s accounts. 

“We found the answer,” states 
Finley, “in a form designed by The 
Standard Register Co., Dayton. Our 
new order forms contain a feature 
which is unique. Because of the size 
of our line—writing instruments and 


In aluminum holder, Sheaffer sales- 
man has all forms necessary to write 
orders. Carbon arrangement makes 
for. minimum of delay in order-proc- 
essing at factory. Functionally de- 
signed forms take unwieldiness, un- 
certainty out of order-writing. 


supplies—it is necessary for us either 
to have an order form printed on 
both sides of a sheet, or one so large 
that it is cumbersome to handle.” 

The old, two-sided order forms 
were bound in books. The salesman 
had to hand-insert carbons in making 
entries on either side. The new form 
is fully interleaved with all carbon 
necessary to fill out both sides of the 
order. It is this carbon paper ar- 
rangement which makes the order 
unique. Interleaved between the four 
copies of the delivered-order form are 
sets of single-faced carbon paper 
placed back-to-back. One of these 
carbon paper sets is covered by tissues 

-an integral part of the form. 

In writing an order the salesman 
withdraws a form from a “Zip Pack” 
carrier (supplied by Standard Reg- 
ister), fills out the first side, which 
includes customer identification, bill- 
ing, shipping information. 

When he is ready to write on the 
back of the order, he snaps out the 
tissue sheets which overhang the bot- 
tom of the form. This removes both 
the carbons used for the first side of 


the order and the tissues which pre- 
vent the other set of carbons from 
marking the backs of the order sheets. 
When the form is turned over, then, 
the second set of carbons is ready for 
use. 

/\fter order entries have been made 
on the reverse side of the form, the 
top of the snapout form is pulled 
free. This removes the second set of 
carbons and leaves the salesman with 
separate copies for immediate dis- 
tribution. 

“One benefit of this revision,” 
states Finley, “is the smoothness of 
dealer calls. It has put an end to 
fussing in the process of ;. tting up to 
write an order. Anothei important 
advantage is that, using on. -time car- 
bons instead of hand-i) erleaved 
sheets, we get better copie and so 
do dealers.” 

Two other advantages which 
Sheaffer finds: (1) All copies of the 
new form are marked in red letters— 
DELIVERED ORDER—-DO NOT SHIP. 
This eliminates mishandling. These 
copies, printed on differently colored 
paper from regular orders, serve as 
an additional guard against mis- 
handling; (2) addition of a fourth 
copy to the sets of delivered orders 
results in the greatest single source 
for labor saving. It is no longer 
necessary to transpose information 
from an order form which must be 
returned to another department be- 
fore salesmen’s sample accounts can 
be credited. The extra copy of the 
order means that two copies are now 
sent to the factory, and the staff 
working on salesmen’s records has its 
own copy. 


FIGURES WORTH LOOKING AT! 


Good healthy figures always command a second look. 
That’s why it will pay you to look again at South Bend, 
Indiana. This Indiana market is second only to Indianapolis 
—right down the line—second in population, buying power, 
and five sales classifications. It is also one of America’s best 
test markets. And it is saturated by only one newspaper, 
The South Bend Tribune. Write for your free copy of mar- 
ket data book, “Test Town, U.S. A.” 


Che 
South Bend 
Ort b u al 'g The itt Bend, Ind. Market: 


7 Counties, 1/2 Million People 


Franklin D. Schurz — Secy. and Treas. 
STORY, BROOKS & FINLEY, INC. +» NATIONAL REPRESENTATIVES 


"This is the size we sell in the Growing Greensboro Market!" 


BUBBLES MAY BURST, but hard facts stand up 
under searching analysis .. . For example, your ex- 
amination of the facts about the Greensboro ABC 
BUBBLE GUM aeaiy —_ will ne ew et 258 of se “a 
’ ina’s $3-billion total retail sales are made in the 
FACTORY. aS Growing Greensboro Market—which has 1/6 of 
esa eee : the state’s 4-million population. The obvious con- 
[eeeeen\ clusion is this: If you want to ring up real sales 
with a minimum of effort in this market, better 
schedule the 1006,000-plus daily salesmen of the 
GREENSBORO NEWS and RECORD... 


Only medium with dominant coverage in the 
Growing Greensboro Market, and with selling 
influence in over half of North Carolina! 


Sales Management Figures 


Greensboro 
News and Kecord 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 
eee eesg§eeeeee#eeeeeeeeeeeeeeee#e#e#8e%#ee#e#e#eeee#eee8 ée6 
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V1. Sails eer — You are theve Aer ae 


WHEN YOUR SALESMEN TELL YOUR STORY WITH A 
VISUAL PRESENTATION 


kills worry about whether user benefits are 


understood. 


BECAUSE... saves prospect’s time and salesman’s for more sales 


calls. 
A WELL PLANNED 
VISUAL insures your story absorbed faster, retained 


longer. 
PRESENTATION ... 


cuts sales training time, saves money. 


Net result—Increases profitable sales. 


A COMPLETE SALES EXECUTIVE SERVICE UNDER ONE ROOF 
RESEARCH * PLANS * PRODUCTION OF ALL TYPES OF VISUAL METHODS 


HILE-DAMROTH, INC. 270 Park Avenue New York 17, New York 


SALES MANAGEMENT 


Visual 
Controls 


What is the balance or imbalance 
between prospects and sales? 

Who are the prospects? 

What is the dollar value of sales 
to date? 

Which salesmen lead the pack? 

It is not necessary to dig into files 


to answer these questions when visual | 


control is maintained on versatile, 
graphic wall displays similar to the 
one pictured below. 

John Roberts, manager, Newark 
(N.J.) branch office, Ditto, Inc., 
says a control board in his office plays 
an important part in stimulating sys- 
tems sales activity Newark 
branch salesmen. 

In the Newark office a board has 
been set up, with names of branch 
salesmen on narrow legend cards 


among 


Control board similar to those used by Ditto branch 
sales office and Rudd-Melikian, to chart sales trends, 


ANGRY 
d. Sales 


“JANUARY, FEBRUARY 
quota SALES’ QUOTA SALES 


we * 4875 * 


OVER F UND 


5500 


Soro 


Modern version of handwriting on 
the wall is visual control board. It 
tells sales department where 


it's 


going, where it's been. 


placed in a horizontal row across the 
top of the board. Under each name, 
two sets of cards are 
salesmen’s activities: 

(1) a narrow card, on which is 
written the name of company (pros- 
pect), and the month in which card 
is placed on board; 

(2) a larger, “sold” card. This 
card tells the story of the transaction ; 
company name, month salesman _ be- 
gan working toward sale, month of 
sale, job number, dollar value. 

The small then, represent 
systems in work and not sold, while 
the large cards are actual, bona fide 
sales. Thus, at a glance, the balance 
between prospects and i 
dent. 

In addition to all this, Roberts’ of- 


used to record 


cards, 


sales is evi- 


production and 


erature inventory. 


fice color-codes each “sold” card: 
blue for order invoice 

canary for purchase-receiving 

salmon for production 

buff for other systems. 

Four narrow cards at the bottom 
of the board indicate color legend, 
in case anyone forgets. 

The “in-work” card goes up (un- 
der the proper salesman’s 
when a prospective system sale 
reaches the stage where the first 
rough draft of forms has been pre- 
sented. When the order is received, 
the “in-work” card comes down and 
the “sold” card .goes up. 

Control board, called ‘Boardmas- 
ter,” is manufactured by Graphic 
Systems, 55 W. 42nd St., New York 
18, N.Y. Cards attached to 


name ) 


are 


advertising schedules, promotional lit- 
Notice wide range of information. 


PRODUCTION CAPACITY VS. SALES 
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SALESMEN’S PERFORMANCE VS. QUOTA 
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EXECUTIVE & MANAGEMENT ANALYSIS 
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LOUISVILLE BELONGS 
ON ANY 
SUPPLEMENT SCHEDULE 


DID YOU KNOW? 
With its bk, coverage, the Louis- 
ville Courier-Journal Sunday Magazine 
compares favorably with the 2% 
average coverage of the Parade news- 
papers, with the 47.5% of the This 
Week newspapers, and with the 
“44% average coverage of the 
American Weekly newspapers. In ad- 
dition, it offers I5% or better 
coverage of 69 counties in Kentucky 
and southern indiana. 

Send for your free copy of a new 
factual study of newspaper supple- 
ments. Write to: Pro ion Depart- 
ment, The Courier-Journal, Louisville 
2, Kentucky. 


* THE LOUISVILLE 


Courier-Journal 


SUNDAY MAGAZINE 


Sunday Courier-Journal Circulation 
303,238 «© Member of The Locally- 
Edited Group * Represented Nation- 
ally by The Branham Company. 


BECOME AN EXPERT 


ALESMAN 


. Thousands | 
of firms ane 4 = trained men. LaSalle trains you rapidly. 
thoroughly, in spare time at home. Low cost, easy terms. Nearly 


Key salesmen $5,000 to $10,000 = year and up. 


WO years’ experience er 200,000 salesmen trained FREE 32 
PAGE BOOK, 
today's sew opportunities, and how you can prepare for large earn 

a in this profitable profession. Write TODAY. 
LASALLE Extension liniversity, 417 Sa. Dearborn St. 
A Correspendence Institution » Dept. 178-8 Chicago 5, III. 


Coming 


We Solved the Problem 

Of Paying 

Industrial Salesmen 

for Group Effort 

By John F. Corcoran, V-P 

Union Asbestos & Rubber Co. 

in Sales Management 
January 15 


“Salesmnanship the Pe woe that Wins Success,’’ tells | 


> 
Data Processing 


board by placing corners under metal 
anchors stamped on the board. 

Applications of graphic systems, 
such as charts, wall boards, maps, 
etc., are as varied as the sales depart- 
ments using them. For example, look 
at Rudd-Melikian, Inc., manufactur- 
ers of automatic beverage cup ma- 
chines under the trade name, ‘“Kwick- 
Kafe.” 

The company has made “slot ma- 
chine coffee” a reality (see SM, July 
15, ’53, p. 24) on a national basis. 

Mrs. Jean A. Jackson, assistant ad- 
vertising manager, and her associates 
have discovered several ways to put 
them to work. She reports that by 
devising certain cards, symbols, etc., 
which are placed in full view on a 
wall board, the company is better able 
to (1) keep accurate inventories, (2) 
make quick and periodic sales fore- 
casts, (3) maintain better relations 
with dealers and customers, since 
orders are filled more quickly and 
efficiently than ever before. 

If parts are in critical or short 
supply, a glance at the board reveals 
totals, items received, anticipated re- 
ceiving dates, and changes in sched- 
ules. Changes are made daily, relative 
to back orders from suppliers, equip- 
ment on hand, etc. 

Kwick-Kafe Coffee Processors of 
America, Inc., a Rudd-Melikian sub- 
sidiary, has key warehouses across the 


country, from which the product can 
be shipped to dealers. Before installa- 
tion of the visual control board, it 
was difficult and time consuming to 
keep track of actual inventory—with 
shipments moving to and from ware- 
houses so frequently. Now an accu- 
rate, visual inventory is kept. 

According to Mrs. Jackson, suc- 
cessful experience with the control 
board so far has led to a plan to use 
it for control of inventory of promo- 
tion and advertising material. 

“We have a printing department 
on the premises and must plan 
monthly printing requirements well 
in advance. Our control board will 
permit us to establish three- to six- 
month inventories for direct mail and 
sales promotional efforts. Thus, our 
sales representatives and distributor 
salesmen will have immediate access 
to sales promotional materials.”’ 


Sources and Credits 


For a complete listing of machines 
and systems discussed in the above 
case histories—and_ representative 
manufacturers—please turn to page 
49. Many of these suppliers coop- 
erated with SM editors in suggesting 
sales organizations that have cut 
costs and are increasing efficiency by 
mechanizing their sales procedures 
and functions. 


Good grip on sales and production control is made possible by wall control 


board, behind K. Cyrus Melikian and Lloyd K. Rudd, Rudd-Melikian, 


Inc. 


Now...transmit sales data in seconds 


to Branch... Home Office ... Factory 


NEW I BM TRANSCEIVER 


sends and receives 
IBM Punched Cards by 
telephone or telegraph 


Even if your sales operations are widely separated, you need 
never lose a single day processing a customer's order. With the 
new IBM .Transceivers you can now transmit information on 
IBM cards—including detailed sales data—over telephone or 
telegraph wires, quickly, accurately, automatically. A card fed 
into one end of the line actually produces a duplicate card on 
the other. The results? 

You can fill orders faster . . . because cards received at the 
factory are complete . . . ready for processing. 

You can bill customers immediately from the home office. 
There's no delay waiting for orders to come in by mail. 

You can maintain automatic centralized inventory control. 


«¥ou can produce consolidated sales figures almost over- 
night. 


Your local IBM office will be glad to give you the full story on 
this important dev elopment, or write: International Business 
Machines Corp., 590 Madison Avenue, New York 22, N. Y. 


F. " 


TRADE-MARK 


ELECTRONIC ACCOUNTING MACHINES 


LLL 
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Multiple Copies 


Data Processing 


The product is custom-built, de- 
signed and manufactured on the basis 
of tnformation the salesman sets forth 
on his original, hand-written sales 
order. How many copies of the orig- 
inal must be made, who gets them 
and what happens to them? 

Part of the answer is in the illus- 
tration above, a sketch of the sales 
order set recently adopted by Frue- 
hauf Trailer Co., Detroit. 

Among the pages in the set are 
two “master” sheets. Herein is the 
secret. The masters are reproduced 
at the home offices, and copies are 
distributed to the sales and produc- 
tion departments. This is done, of 
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course, after the original order has 
been reviewed and approved by the 
branch manager and the home office 
manager. 

Reproduction is accomplished by 
the “Ozalid” photocopying process, 
developed by General Aniline & Film 
Corp., New York City. 

The sales order form becomes a 
direct instrument from the salesman 
to the factory. 

Retyping of information is elimin- 
ated. 

Other benefits, according to Frue- 
hauf, “are manifold.” Among them: 

1. Elimination of repetitive writ- 
ing. 


Through installation of this sales 
order system the company is able to 
eliminate repetitive writing and/or 
typing at the sales branches of basic 
information required to clear a trailer 
sales order. As a result, the following 
forms have been eliminated: 

Sales order-—a three-part padded 
form. 

Sales order credit 
eight-part snap-set. 

Trailer estimate sheet—a_three- 
part padded form. 

Tax computation sheet—a three- 
part padded form. 

2. Flexibitity. If at any time it is 
decided to add to the requirements of 
the sales order, thus increasing the 
number of copies necessary, it is a 
simple matter to reproduce the added 
copies from the #1 “Ozalid”’ master 
sheet. Or, if a copy is required for a 
special reason by a particular depart- 
ment, reproduction can be accom- 
plished quickly. 


request — an 


Home Office (Credit Dept.) 


Branch Copy (Customer's File) 


Sales Order Clearance 


Divisional Office (From Branch) 


Utility 


A factual study of man-hours saved 
by the company as a result of this sys- 
tem has not been made, but it is esti- 
mated that, altogether, salesmen save 
up to 12,000 hours per year in the 
preparation of the new sales order. 
Many more hours are saved in the 
sales branches, division sales offices, 
and the home office. 

So satisfied with this system is 
Fruehauf that the company has now 
redesigned branch operating state- 
ments and several other forms, en- 
abling the “Ozalid” to be used. 

Forms for the sales order were de- 
signed by Moore Business Forms, 


Inc., Niagara Falls, N.Y. 
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“| multiply my eyes 
and ears when | read 
Business Publications” 


Bese? 


says 


3t 


Col. Henry Crown, 


President, Empire State Building Corporation 


22s SESECEL ESSE SEs 


“TI can’t possibly know everything about every industry 
in which I am vitally interested,” Col. Crown continues, 
“but through business publications I keep in touch with 
the important developments in construction, transpor- 
tation, mining and the operation of hotels and office 
buildings. My associates, too, make constant use of the 
business periodicals covering their special fields.” 


«on oe 66 
eee veer? 


<> Top management reads business publications because 
4 40 . . . . . . 
the writers and editors of those periodicals deliver perti- 


nent and specific news coverage. That’s why business 


magazines provide an ideal sales channel for any prod- 
Henry Crown, industrialist, chairman, president and director in mining, 
construction, railroad and management fields, sole owner of New York's 
Empire State Building, which attracts more than a million visitors annually 
to the observatories on this 1472-foot high building. 


uct or service of sound benefit to business or profes- 


sional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. 1001 Fifteenth Street, N. W., Washington 5, D.C. * STerling 3-7535 


The national association of publishers of 176 technical, 
professional, scientific, industrial, merchandising and 
marketing magazines, having a combined circulation of 
4,081,858...audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 
tion, Inc 
of America...bringing thousands of pages of special- 
ized know-how and advertising to the men who make 


serving and promoting the Business Press 
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decisions in the businesses, industries, sciences and pro- 
fessions...pin-pointing your audience in the market of 
your choice. Write for list of NBP publications and 
the latest “Here's How” booklet, “How Well Will We 
Have to Sell Tomorrow?”, by Ralston B. Reid, Adver- 
tising & Sales Promotion Manager, Apparatus Sales 
Division, General Electric Company, Schenectady,N.Y. 


— mL / 


in inquiries about the new 


ARTRRATT NEVIOL 
Fluorescent Signs 


from practically all the biggest 


n American industries 


1137 E. Kibby Street 
Lima, Ohio 


NEW HOPE 


in the battle against 


CANCER 


THE FIGHT against man’s cruelest enemy 
is far from won. If present rates con- 
tinue, 23 million living Americans will 
die of cancer—230,000 this year. And 
thousands of these will die needlessly — 
through cancer that could have been 
cured if treated in time. 


ALL THE SAME, there have been victories. 
Thousands who once would have died 
are being saved—thanks, in part, to 
your donations to the American Cancer 
Society. 

AND, LAST YEAR, the Society was able to 
allocate $5,000,000 of your donations to 
research aimed at finding the ultimate 
cure for all cancer. That’s more money 
than ever before. 


MUCH MORE, ofcourse, remains to be done. 
So please make this year’s gift a really 
generous one! 


Cancer 
MAN'S CRUELEST ENEMY 


Strike back—Give 


AMERICAN CANCER SOCIETY 


| 


| 
| 


Data Processing 


Imagination and research con- 
stantly widen the applications of mod- 
ern duplicating processes. This is a 
story of how a sales organization put 
a rather ordinary piece of equipment 
to work to increase sales of small 
appliances. 

You probably have one of the ma- 
chines in the back room. Maybe you 
ought to move it up front. 

At first blush, you wouldn’t think 
a large corporation would rely heavily 
on mimeograph machines to increase 
dealer orders. That is the case, 
though, with the Sunbeam Coprp., 
Chicago. 

Sunbeam, like many other major 
companies, has hundreds of distrib- 
utors located throughout the country. 
Through the years, the electrical ap- 
pliance manufacturer has used a con- 
tinuous, vigorous promotional pro- 
gram, mailing broadside sheets and 
an external house publication to deal- 
ers. Recently, the company decided 
that the entire sales promotion pro- 
gram would benefit even more if the 
local distributors could tie in their 
promotion programs with those of 
dealers and create more personal re- 
lationships with them. 


The Tie-in 


Up popped an idea—a _ unique 
form of company-distributor-dealer 
promotion. The program revolves 
around a high-sounding phrase—die- 
impressed mimeograph stencils. Here’s 
what happens: 

Suppose it’s about Christmastime, 
and management decides to promote 
its electric razor, the “Shavemaster.” 

A campaign is outlined. 

Copy and art are prepared by Sun- 
beam’s advertising department, acting 
under the advice of the sales depart- 
ment. The finished layout is photo- 
graphed and negatives are sent to 
A. B. Dick Co., Chicago. 

There, a metal printing plate is 
prepared from the negative and hun- 
dreds of stencils are die-impressed. 
These are sent back to the Sunbeam 
Corp., and from there one stencil is 
forwarded to each distributor. In 
other words, the distributor receives 
an already-prepared stencil. All that 
remains for him to do is to fill in his 
name and address in a space on the 
stencil reserved for that purpose. 


PHOTOCOPY DUPLICATOR, similar 
to one used by Freuhauf Trailer Co., 
to eliminate retyping of information 
from original sales order. Copies of 
“master sheets” are photographed at 
home office, reproduced in desired 
quantity and distributed to sales and 
production departments. 


Since there is still unused space 
between the 814” x 11” die-impressed 
area of the stencil, Sunbeam suggests 
to each distributor that he use it to 
add an order form, by writing, typing 
or drawing on the stencil—and then 
running the copy on legal-size paper. 

The messages stress a single prod- 
uct. For instance, the Sunbeam con- 
trolled-heat automatic frypan—or the 
Shavemaster. Pages are attractively 
laid out and illustrated. In easy-to- 
read type faces the product is de- 
scribed and dealers’ prices indicated. 

Eight to 12 such stencils and 
master sheets are distributed each 
year, centered chiefly around peak 
gift sales periods and new product 
introductions. 

Promotion - minded dealers fre- 
quently borrow the stencil from dis- 
tributors and put it to their own use 
in direct mailings to prospective cus- 
tomers. Some dealers have cut illus- 
trations out of one stencil and patched 
them into other stencils especially 
prepared for direct mailings to their 
sales prospects. 

The die-impressing process has 
proved remarkably inexpensive and 
successful in procuring orders from 
dealers. Thus, Sunbeam has been able 
to put across effective sales promo- 
tions with its distributors and dealers. 
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“We know where 


to fund 18,350 mine readers”’ 


Want your company’s fortune told? If 
it’s with respect to the coal 
industry, follow us. 

We see 13,350 mine 

readers every 

month. Rather 

they see us. 

They’re the 

coal mine offi- 

cials, engi- 

neers, superin- 

tendents and 

other buying 

influences who 

run the mines which account for 87% of total 
U. S. coal production. 


They read the leaves of MECHANIZATION avidly 
because they welcome the genuine help we offer 


them in carrying out their number one task: To 
get out the most coal at the least cost. 


Each month we pack MECHANIZATION with 
articles, features and news calculated to help 
them in their assignments. They need to know 
about the equipment, supplies and _ services 


This is MeA*PeP 


Mechanization Advertisers’ Plus Package 


I—Invitation to Annual Coal 
Forum 

2—Operator Advertiser 
Luncheons at the Coal 
Show 

3——Government purchase and 
bid information 

4—Annual Market Study 
for your product 

5—Use of mailing lists and 
free handling of direct 
mail you supply 

6—Catalog listing in maga- 
zine "Catalog Sections” 


7—Use of our distributors’ 
list and assistance in 
selecting distributors 


8—Monthly confidential let- 
ter on the state of 
the coal industry. 


9—Editors' monthly letters 
on new products to 
operators and users 


10—Merchandising copies of 
Mechanization or Utiliza- 
tion to advertisers’ sales 
staffs 
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treated editorially or advertised in MECHANIZA- 
TION—when they go to buy a billion dollars worth 
a year. 


In all, they’re well worth knowing. If you want 
to know them better, tell them better and sell 
them better, let us introduce you. Cost per seance 
per prime buying influence: 13.4% less than the 
next best coal magazine buy. 


And now, MECHANIZATION becomes an even 
better buy, thanks to M*A*P*P (Mechanization 
Advertisers’ Plus Package). M*A*P*P is our 
exclusive new 10-point wrap-up of merchandising 
extras which multiplies the worth of your ad 
dollar by bringing you closer to your market, and 
your market closer to you. (See the box below 
for all 10 extras.) 


The MECHANIZATION rep who calls on you can 
give you all the details on both the book and the 
plus package. Or, write direct for a fully descrip- 
tive brochure, ““There’s More In Store Than You 
Bargained For.” 


Write, wire or phone: 


echanization, Inc. 


1128 MUNSEY BUILDING 
WASHINGTON 4, D. C. 


NBIe) 


NEW YORK © PITTSBURGH * PHILADELPHIA © CINCINNATI 
CHICAGO * SAN FRANCISCO * LOS ANGELES 
Publishers of ... 
MECHANIZATION ¢ UTILIZATION © MECHANNUAL 
COAL INDUSTRY PURCHASING MANUAL 


Another FIRST for Sales Management 


Most of the pages in this issue are “scored” at the inside margin so 
as to make it easier for you to detach them for filing. The exceptions 
are where plates bleed into the gutter. It’s the first magazine for 
business men to be so perforated for the greater convenience of 


readers. 


Whether it remains an experiment or becomes an every-issue fea- 


ture depends upon subscriber reaction. 


Do you like it enough to tell us so? 


Philip Salisbury 

Editor, SALES MANAGEMENT 
386 Fourth Avenue 

New York 16, N.Y. 


Mil THE CHARTMAKERS 


Cite ft ft 


... WHATEVER THE MEDIUM, or size 


PRESENTATION 


of job, teams of specialists are working for you, ee 


taking the problems off your hands. 


Watchful account men, creative artists, 
experienced production men, conscientious 
delivery boys provide the behind-the-scenes 
help that spells success. 


Call us and depend on us for that next job. 


= Seng ances 
BOOKS — FOLDERS — 
ANNUAL REPORTS 


The Chartmakers, Inc. 


COMPLETE VISUAL SERVICE 
MUrray Hill 8-2760 
480 Lexington Avenue, New York 17, N. Y. 


CT CHARTS 
[_] PRESENTATIONS —“‘How to Make Them Sell’’ 
Cc) SLIDES —‘‘How and why io Use Slides in Sales Presentations” 


[_] COPYRIGHTS —"Caution: Don’t Do That or You're in for Trouble” 


Data Processing 


If you're in ‘business, you have a 
need for multiple, duplicate copies. 
Are you certain that your present 
duplicating system cannot be im- 
proved? Here’s how The Duriron 
Co., Inc., Dayton, solves its multiple- 
copy problem. 

The company makes plant process- 
ing equipment—pumps, valves, heat 
exchangers and the like—for chemical 
plants, refineries, etc. The branch 
office, in New York, must send orig- 
inals of every transaction to the main 
plant at Dayton. Thus, only “copied” 
copies remain in the branch files. The 
branch is actually an engineering sales 


office. 


No Mistakes 


In handling technical specifications, 
the chance of inadvertent error in 
copying is great, especially when it is 
done by a corps of non-technically 
trained clerks. The need is for copies 
which, positively, are accurate. 

For example, the New York branch 
must make copies of the following: 
fine-print export orders and specifica- 
tions ; quotations ; performance curves 
for certain types of equipment; tech- 
nical drawings; blueprints. Some- 
times these copies must be passed on 
to salesmen, meaning that up to 15 
copies of an export order, for in- 
stance, must be made. 

Robert F. Sharpe, Duriron’s New 
York district manager, says photo- 
copying equipment saves the day. 
“Almost literally,” he relates, “we 
have reduced blueprint copying costs 
to nothing.” In addition, Sharpe 
points out, his branch has eliminated 
one girl from the office staff. 


The Savings 


While it costs Sharpe about $50 
monthly to operate the machine, a 
“Verifax” (Eastman Kodak, Roch- 
ester, N.Y.), “the girl,” he explains, 
“was getting more than that per 
week. 

“Frequently, in dictating,” he 
says, “one forgets to specify ‘extra 
copy’ to the steno. On a two-page 
letter, one hesitates to tell a busy girl 
—‘Oh, I forgot—please make an ex- 
tra copy of this.’ But the stenographer 
doesn’t hesitate to run off one or more 
copies on the machine.” 
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They live on 
the Pacific Coast... 


they listen to 


DON LEE RADIO* 


a 


} smeascae FLIES Lunes 


*Don Lee IS Pacific Coast Radio 


...the only network with “point-of-purchase” penetration 
paralleling the local buying habits of 16% million people 
..the only network with stations in 45 important Pacific 
Coast markets ...the nation’s greatest regional network... 


; 


; 4 
a. 2 ns 


yf ~ 
DOIN? 
bie: 


Sey : . 
eae aan ci ss ce eee ee CR ee 


Myitual 


DON LEE 


RADIO 


tee 8) Ye 


Don Lee Broadcasting System, 
Hollywood 28, California, 


represented nationally by 


H-R Representatives, Inc. 


Were you ever alone in Dubuque 
on a rainy night? 


It doesn’t have to be Dubuque —any town will do. 

Put yourself in the shoes of a salesman on such a 
night, many miles and many days away from the home 
office, with no news, no word of help or encouragement. 
It can be a very lonely world. 

But you are expected to face it with enthusiasm 
tomorrow. 

To remind .their men that they are always “part of 
the team,’’ many ‘sales managers supplement personal 
letters with a steady flow of bulletins—bulletins with 
up-to-the-minute news, suggestions for solving sales 
problems, pats on the back for achievement. They find 
duplicators right in their own offices help them produce 
such bulletins promptly. 

Modern duplicators are easy to run and low in cost. 
For more information, simply mail the coupon below. 


AB DICK 


THE FIRST NAME IN DUPLICATING 


A. B. DICK COMPANY 
5700 Touhy Avenue « Chicago 31, Illinois 


Without obligation send me information about the new, low-cost 
A. B. Dick duplicator. 


Name Position 
Organization 

Address 

City 


Data Processing 


Photograph all incoming orders as 
received ? 

Look at Moog Industries, Inc., 
St. Louis, Mo. The company makes 
automotive chassis parts through 
three divisions. While all parts are 
for autos, there is little relationship 
among the parts made by Moog. The 
company uses different kinds of ma- 
chinery on different production lines, 
and stores the products in separate 
stockrooms. This complicates order- 
filling procedures. An order might 
specify items from each division, so 
that copies would have to be sent to 
each. 

Previously, the company processed 
orders through a duplicating machine, 
sending copies to various stockrooms 
and assembling the orders in the ship- 
ping department. Typists worked at 
top speed in making master copies, 
and as their speed increased, so did 
errors. And, at one time, it was 
normal to have 60 days’ lag on orders. 

Slowness of deliveries led to addi- 
tional correspondence, with the com- 
pany spending a good bit of time try- 
ing to locate orders to answer in- 
quiries about them. 


The Answer 


A photocopying machine, a “Dexi- 
graph” (Remington Rand Inc.) now 
photographs orders as received, in 
their entirety, so that a copy may be 
given to each stock-picking center 
affected, and another copy, the pack- 
ing slip, sent to the customer with 
the order. 

Thus, through the services of a 
new mechanical device and a better 
planned procedure, Moog accomp- 
lishes its order-handling task more 
smoothly and more efficiently than 
ever before. Other by-product bene- 
fits—such as the savings in cost and 
time, and increased morale—are 
obvious. Too, there is the priceless 
benefit—customer satisfaction. 


Sources and Credits 


For a complete listing of machines 
and systems discussed in the above 
case histories —- and representative 
manufacturers—please turn to page 
49. Many of these suppliers coop- 
erated with SM editors in suggesting 
sales organizations that have cut costs 
and are increasing efficiency by 
mechanizing their sales procedures 
and functions. 
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WUdot 'htiACtis... 


Typical Firms Serving 
Data Processing Field 


Accounting Machines & Systems 


Burroughs Adding Machine Co. 
Second & Burroughs Ave. 
Detroit 32, Mich. 


National Cash Register Co. 
Dayton 9, O. 


Veeder-Root, Inc. 
Hartford 2, Conn. 


Automatic Data Handling Systems 


American Automatic Typewriter 
Co. 

614 N. Carpenter St. 

Chicago 22, Ill. 


Commercial Controls Corp. 
One Leighton Ave. 
Rochester 2, N. Y. 


Standard Register Co. 
Dayton 1, O. 


Control Boards, Charts, Maps, etc. 


Graphic Systems 
55 W. 42nd St. 
New York 36, N. Y. 


Management Control Charts Co. 


1731 N. Wells St. 
Chicago 14, Ill. 


Methods Research Corp. 
442 Mosel Ave. 
Staten Island, N. Y. 


Thornton Co. 
1043 Peachtree St., N.E. 
Atlanta, Ga. 


United States Plywood Corp. 
Armorply Chalkboard Dept. 
55 W. 44th St. 

New York 36, N. Y. 


Wassell Organizations, Inc. 
Westport, Conn. 


Counting Devices 


The Denominator Co., Inc. 
261 Broadway 
New York 7, N.Y. 


Duplicating Equipment 


American Photocopy Equipment 
Co. 

1920 W. Peterson 

Chicago 26, Ill. 
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tHe MAaAUlON S Greatest TePIONAal Network... Ee oa Se eee 


Y! 
DICTATE REPORTS ACCURATELY-PROMPTL 


\ 


make your car, 


boat or plane 
a “rolling 
office”’ 


with 


INVERTER 


for changing your storage bat- 
tery current to A.C. Peascheld” 
ELECTRICITY 


Aayulere 


in your own car!! 


ATR INVERTERS . . . especially 
designed for operating stan- 
dard 110 volt A.C... . 


@ TAPE RECORDERS 


mounted :, j 4 @ WIRE RECORDERS 
out of sight, 


under dash ' = @ DICTATING MACHINES 


or in trunk 


@ ELECTRIC RAZORS 


compartment! 
for 

© EXECUTIVES 

© SALESMEN 

© PUBLIC OFFICIALS 

© POLICEMEN 

© FIREMEN 
OUTDOOR MEN 
REPORTERS 
FIELD INSPECTORS 
DOCTORS 
LAWYERS, ETC. 


your jobber on write factory 


/ NEW MODELS V NEW DESIGNS V NEW LITERATURE 
“A" Battery Eliminators, DC-AC Inverters, Auto Radio Vibrators 


AMERICAN TELEVISION & Rapio Co. 
Quality Products Since 1931 
SAINT PAUL 1, MINNESOTA—U. S. A. 


A. B. Dick Co. The Haloid Co. 
5700 W. Touhy Ave. 6 Haloid 
Chicago 13, Ill. Rochester 3, N.Y. 
Editor's note: 
Ditto, Inc. 
Harrison at Oakley 
Chicago 12, Ill. Frieden Calculating Machine Co., 
Inc. ; é 
Eastman Kodak Co. San Leandro, Cal. field is not, of course, to be 
Rochester 4, N. Y. interpreted as a complete, 
International Business Machines 
General Aniline & Film Corp. Corp. 
230 Park Ave. 590 Madison Ave. Rather, the firms credited 
New York 17, N.Y. New York 22, N. Y. are those which assisted your 


Electronic Computers, Calculators This listing of firms serv- 


icing the “data processing” 


all-encompassing directory. 


editors in locating sales or- 
ganizations now using mech- 


anized means in carrying out 


sales procedures. 


. Marchant Calculators, Inc. 
' 3 1475 Powell 
i Ry 


Oakland 8, Cal. 


Remington Rand inc. 
315 Fourth Ave. 
New York 10, N.Y. 


Underwood Corp. 
One Park Ave. 
New York, N. Y. 


YOUR Acme Visible Records, Inc. 


SALESMEN Grozet, Va. 


Diebold, Inc. 
Canton 2, O. 


Filing Equipment, Systems 


The Globe-Wernicke Co. 
Cincinnati 12, O. 


for 35 mm. siides 


TELLS YOUR ‘ Port-A-View opens and closes in a flash — closes sales just G B. Graff 
SALES STORY THE WAY as fast. Your salesmen carry it over the shoulder like a ay: . Graff Co. 
camera (weighs only 4 Ibs.) They’re in and out faster with 54 Washburn Ave. 
you WANT IT TOLD more dramatic, colorful, effective selling than ever before! Cambridge 40, Mass. 
Port-A-View is o table-top projector-viewer with built- -in, 
Your New Products TV-type screen and automatic slide changer. It’s p Th 
requires no stage wstting. It takes 36 color slides at a time omas Collators, Inc. 
Hidden Features and shows them vividly in ordinary room light. Sells one 30 Church St. 
Your Advertising man or a group equally well, unlike hand viewers. New York 7, N.Y. 

and Promotion See for yourself | how this new-fashioned sales aid elimi- 


notes old end i les pr This Q 
i How the Dealer is your opportunity to be ‘ Wheeidex & Simpla Products, Inc. 
40 Bank St 


Can Tie In AT CAMERA STORES EVERYWHERE 5 4 ; a 
Carrying Case Extra, Discounts in Quantity $ 95 White Plains, N.Y. 
Contests 


THE FR CORPORATION, 953 Brook Avenue, N. Y. 51 
The Value of Write for Demonstration or Free Booklet 


Display eR, 953 Brook Ave., New York 51, N.Y. Phone CYpress 3-5400 1 Teletypewriters, Teleprinters 
(0 Please arrange demonstration of Port-A-View. ; : 
CO Send free booklet. Kleinschmidt, Inc. 
Deerfield, Ill. 


The Profit Picture 
Your Plant 
Charts, Diagrams 
You Name it 


Name BAS A 


Company i 
Bite oct J Western Union Telegraph Co. 


60 Hudson St. 
New York 13, N. Y. 
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NSE Begins "Whiteballing” 
Of Top-Rate Retail Sales Folk 


Twenty-five thousand of the na- 
tion’s leading sales executives have 
begun a dramatic campaign to re- 
ward and give recognition to the 
“forgotten men’ behind the counters 
—retail and showroom salesmen and 
saleswomen, front-line sales personnel 
in various retail outlets of the country. 

The executives—members of Na- 
tional Sales Executives, Inc.—and 
their families started the search Jan. 
1 for topnotch salespersons. The 
campaign closes March 31. When 
the NSE task force comes across men 
and women doing an outstanding 
sales job—selling courteously and 
with a smile—it produces a little 
“White Book,” pulls from it the 
NSE Certificate of Merit for the 
surprised candidate. These White 
Books, each containing 10 certificates, 
have been distributed by association 
headquarters in New York to the 
entire NSE membership. Each cer- 


How to Set 
An Advertising Budget 


"We have found effective... 
the policy of basing advertising 
budgets on the ‘task’ method — 
on the marketing job that needs 
to be done — rather than on the 
easier method of merely taking a 
fixed percentage of sales. 

"The task method of arriving 
at an advertising budget is hard 
work, It makes necessary a careful 
and detailed study of each of 
the many individual markets we 
reach, and a realistic appraisal of 
future growth potentials. Its aim 
is to set attainable sales goals, 
and then to decide what adver- 
tising can or cannot do in reach- 
ing those goals. 

“We feel it's worth the extra 
effort for two important reasons: 
First, it gives us a realistic adver- 
tising budget which is apt to be 
neither more than we need to 
spend nor less than we ought to 
to keep our business growing. 

“And second, it makes the 
money we do spend more effec- 
tive. Advertising dollars aimed at 
a definite marketing goal work 
harder than an equal number of 
dollars spent more or less aimless- 
ly ‘to keep the name before the 
trade’."—W. F. Rockwell, Jr., 
President, Rockwell Manufactur- 
ing Co., in a signed advertise- 
ment, Newsweek, Dec. 13, 1954. 
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tificate must be filled in with the 
salesperson’s name and signed by the 
NSE member making the present- 
tation. An additional citation is sent 
from NSE headquarters to the win- 
ner’s supervisor or store owner. 
This is the reverse of the procedure 
some people threatened to follow dur- 
ing World War II, when many con- 
sumer products were in short supply: 
To keep 2 little black book for the 
names of salespeople who treated 


them discourteously. 

Instead of blackballing poor sales- 
men, NSE, members are “whiteball- 
ing’ good ones. 

The White Book plan operates on 
an international scale through NSE’s 
approximately 200 Sales Executives 
Clubs in 48 states, and abroad. 

C. J. Ticoulat, NSE chairman, 
and vice-president, Crown Zellesbach 
Corp., San Francisco, points out that 
the White Book program of imme- 
diate recognition of high-caliber sales- 
manship will not only increase good 
will between sellers and buyers, but 
will stimulate sales and thus increase 
prosperity for all. The End 


IN THE SALES WORLD” 


When household goods are 
moved by Mayflower they 
ride safely locked inside 
the van! Mayflower vans 
have no tailgates. 


AERO MAYFLOWER TRANSIT CO., INC. 
INDIANAPOLIS, INDIANA 


New Product: 
Any Way to Cut 
The Guess and Gamble? 


Pabco Products found a way. It builds “'sell'’ into the 
product during the development stage; it keeps "'sell’' in 
mind through all subsequent phases. Here's how it intro- 
duced Floron, a new plastic floor tile — successfully. 


BY E. V. GEAR + Merchandising Manager, Pabco Products, Inc.* -LORON TILE—developed for selling. 


In October 1953 our company in- 
troduced nationally a new kind of 
plastic floor covering we called 


Selling this new product actually 


cleaning; long wear; suitability for 
began with its development because 


laying on ordinary concrete (resi- 


Floron. The fact that it met with 
immediate acceptance by our distribu- 
tors and dealers, by architects, com- 
mercial firms and residential users, 
was not accidental. From the time 
nearly six years ago that it was “prod- 
uct X,” up to the present when it is 
being successfully merchandised, our 
sales and merchandising divisions have 
participated in the planned program 
which culminated in its launching. 


San Francis 


right from the start “sell” was in the 
minds of everyone connected with it. 
That was step one. 

The sales and merchandising de- 
partments, with their fingers on the 
consumer pulse, knew, back in 1947 
or so, that our line needed a plastic 
tile floor covering. To the factory 
they pointed out the growing trend to 
plastic for floors. 

With the aid of sales and mer- 
chandising the goal was set—a plastic 
tile to meet five qualifications: ease of 


BETTER THAN A LOOSE LEAF MANUAL, this pocket folder permits sales- 
man to quickly adapt his presentation material to the needs and interests of 
each prospect. He can leave material designed for. other prospects in his car. 
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dential and commercial) ; economy ; 
beauty. 

The factory was given the ball to 
carry. “Product X” become Floron. 
It appeared to meet the prescribed 
qualifications. 

Next came step two. Everyone who 
has ever brought out any sort of prod- 
uct knows it may be superlative and 
yet may lack that mysterious quality, 
sales appeal. That is why our design 
department is part of merchandising. 
At a certain point we knew we had 
a sturdy, practical, plastic floor tile. 
But without the proper design and 
color it would not sell. This was not 
simply a question of what is “beauti- 
ful.” What users consider beautiful 
is subject to constant change. In our 
field we know that greys and greens 
are constantly popular . . . but what 
shades? Other colors and shades rise 
in popularity and decline or dis- 
appear. Chartreuse, for example. A 
few years ago it was in everything. 
Now it’s out. Today, certain pinks 
have caught the public fancy. You 
find a demand for charcoal and pink. 
So, the sales and merchandising de- 
partments had a lot to say here, con- 
stantly advising from their market 
knowledge. 

Five years of research went into 
Floron. We were that thorough be- 
cause in general plastics for floor cov- 
ering are new, not coming into use 
until after World War II, and be- 
cause ours was an original develop- 
ment. Most of the plastic floor 
coverings on the market are vinyl. We 
devised our own plastic mix laminated 
to an exclusive back which is a rubber- 
like mastic. Linoleum and some other 
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Pabco's 8 Steps 
To Insure Floron's Future 


|. Product Development: 
Its qualities were pre-deter- 
mined by sales and merchan- 
dising factors. 


2. Design and Color: Tastes 
and trends were studied. 


3. Proving Product: Testing 
conducted in field and in 
laboratory. 


4. Testing Sales Appeal: 
Introduction in limited con- 
sumer, commercial markets. 


5. Presentation to the Sales 


Force: Salesmen introduced 
to product, given selling 
tools. 


6. Promotion: Dealers sold 
on product; ads and promo- 
tion material planned. 


7. Selling Architects, Etc.: 
Product introduced to build- 
ers, architects and promoted 
in the commercial field. Ads 
in business publications. 


8. Full-scale Introduction: 
Product announced in con- 
sumer media and complete 
sales campaign unleashed. 


floor coverings are laminated to a 
felt back. Floron, then, was a fact— 
the only product of its kind in its 
field, but unproved. 

That led to step three, proof. Prov- 
ing of the product had two phases: 
(1) laboratory and (2) field testing. 
In our million-dollar research labora- 
tory, Emeryville, Cal., where we reg- 
ularly test and try our own and com- 
peting products, Floron went through 
the Government - approved _ testing 
equipment for abrasion, indentation, 
extremes of heat and cold, and similar 
rough treatment. We began field test- 
ing when we believed the product 
was good enough. It was installed 
in commercial and residential locations 
under all sorts of conditions—over 
old linoleum, wood, concrete. It was 
tested on commercial jobs such as 
drug stores, and in homes with heavy 
trafic. Without invasion of privacy, 
factory experts checked periodically 
and kept performance data. This test- 
ing occupied the final five years of 
Floron’s development. 
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The consultative period completed, 
the sales department stepped actively 
into the arena for step four. With 
considerable eagerness we set out to 
test sales appeal. In 1953 we insti- 
tuted a market test program with five 
patterns. We had settled on a brushed 
effect, in colors of silver grey, light 
green, dark green, coral-with-grey, 
and redwood brown. 

Four areas were selected for the 
test: San Francisco, Los Angeles, 
Phoenix and Boston. Bear in mind 
that we were still seeking informa- 
tion on which to base the subsequent 
selling program, we were not yet sell- 
ing. There was no promotion, no 
publicity, no advertising at this point. 
We chose San Francisco and Los An- 
geles because, although both are in 
California, they provide totally differ- 
ent markets which still are represent- 
ative of demand in other parts of the 
United States. Phoenix offered us the 
opportunity of finding out Floron’s 
appeal as a floor covering for use on 
concrete. Phoenix is a great user of 
slab concrete for sub-floors. 
was selected because it is a typical big 
metropolitan Eastern market. 

This phase of the pre-merchandis- 
ing program began in the spring of 
1953. Floron was placed with se- 
lected dealers in the four areas and 
a very close check kept on what hap- 
pened. We checked for facts such as: 
size of job sold; type of job, (com- 
mercial or residential), with that 
again broken down to where used. If 
residential, we asked for what room 
or rooms apparenily preferred? A 


3oston 


trend from bathroom and kitchen to 
other areas of the home? If commer- 
cial, where most sales made—barber 
shops, florists, schools, restaurants, 
etc. ? 

We sought to find out whether the 
five patterns were acceptable, ade- 
quate; colors preferred. Were these 
five the right colors? Was that grey 
readily accepted? How did the colors 
rate, one to five? And so on. It was 
here that our previous thorough plan- 
ning and preparation began to pay 
off. We found, for example, that all 
five colors had appeal. None had to 
be replaced. On the basis of the test 
we added two more, a rich red, and 
cocoa-with-yellow. We found, to our 
satisfaction, that without any special 
effort in that direction about half of 
the jobs went to commercial installa- 
tions. In the case of residential jobs 
we found that, thanks to the ear-to- 
the-ground work on color and design, 
Floron was used for many rooms 
other than bathrooms and kitchens. 
It was chosen for living areas, rum- 
pus rooms and in some cases, for every 
room of a home. The beautiful wood 
tones of the redwood brown, for in- 
‘tance, recommended it for all floors 
in several new modern homes worth 
from $30,000 to $60,000. We knew 
that we had a product right in qual- 
ity, right in sales appeal. Only then 
did we get ready for its public intro- 
duction. 

For step five, stocks of the new tile 
were built up, kept to the short line of 
seven patterns, and Floron was pre- 
sented to our own sales force. Meet- 


COMPACT SALES TOOL is this salesman’s sample box of seven different- 


styled Floron tiles. 


Dealers receive quarter-size sample tiles in similar boxes 
for showing customers. Sample box resembles jewel case. 
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ings were held in which salesmen were 
given the tools and information they 
needed to hold their own meetings 
with distributor sales forces who in 
turn would sell Floron to dealers. 

Our tools and our way of briefing 
salesmen were important. We consid- 
ered most sales kits a straight jacket: 
all material for all types of contacts 
is bound together. We gave our sales- 
men a pocket folder which can be 
added to as new material comes out, 
adapted or streamlined in a few mo- 
ments to meet the needs of any kind 
of call. It enables a salesman to make 
any kind of presentation with a flick 
of the wrist. We have found that it 
has many advantages over the conven- 
tional bound or loose leaf manual. 

For example, a salesman might re- 
quire all his material for a call on a 
dealer. Much of it, such as news- 
paper mats, he does not need in mak- 
ing a presentation to an architect. 
With our pocket folder the super- 
fluous material can be removed before 
the salesman leaves his car and he is 
ready with just what he needs, wheth- 
er for dealer, architect, home builder, 
or commercial customer. 


Complete Sales Kit 


The kit holds a color plate with 
the seven Floron colors; a color folder 
for the dealer; a Pittsburgh Testing 
Laboratory letter citing proof of Flor- 
on’s superiority claims; a comparison 
chart, showing where the product 
scores on 15 tests over competing 
products; advertising mats for deal- 
ers; display ideas ; photographs of jobs 
installed during the market testing 
phase; a press release; a testimonial 
letter from a dealer who “found 
Floron amazingly easy to sell ;” archi- 
tectural specifications; for the do-it- 
yourself market which dealers now ex- 
ploit, installation instructions. There 
is also factual information to prove 
that, price-wise, Floron is an economy 
buy, costing only about three cents 
per tile more than ordinary linoleum. 

A second important tool we gave 
our salesmen was a sample box with 
a prestige connotation. We placed 
the seven 9” x 9” tiles in a handsome 
silver and black box resembling a 
jewel case. This was for the sales- 
men’s own use. A small box, identical 
in appearance, and with miniature 
(41%4” x 414”) sample tiles, was given 
to salesmen to pass along to dealers 
for selling their customers. 

Getting down, in step six, to actual 
promotion, our first job was to sell 
the dealer, then assist him to sell his 
customers. 

Up to this point we had done no 
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SHIPPING CARTONS make attrac- 
tive displays when used with Pabco 
Floron head boards. Many floor cover- 
ing dealers favor this type display. 


advertising. But we did have a sound 
campaign worked out. It started with 
an intensive business magazine pro- 
gram, with full-page copy in five pub- 
lications in the floor covering field— 
Retailing Daily, Flooring, Floor Cov- 
ering Profits, Floor Covering Weekly 
and Western Floors. These advertise- 
ments were set up like the front pages 
of a newspaper: “Floron Flash”. . . 
“Early Bird Edition” . . . “Weather: 
Bright For Floor Tile Dealers” 

and a headline, “New Complaint-Free 
Plastic Tile’’ Reprints of these ad- 
vertisements were later used as sales 
literature. 

Next, we made available to the 
dealer the tools he needed to sell the 
product. In addition to the miniature 
sample box and the material included 
in the salesman’s pocket folder, we 
provided two basic display pieces, de- 
veloped only after complete field re- 
search. 

One was a simple “head board” 
card for insertion in tile cartons. 
Many dealers, like grocers, now use 
shipping cartons for floor displays. 
This card helped turn such cartons 
into attractive displays. 

The other was a permanent display 
of a kind new to our field: a wall 
hanger made of the seven 9” x 9” tile 
patterns mounted on plastic fabric. 

These, in addition to plenty of ad- 
vertising mats and radio and tele- 
virion continuities, completed the 
point-of-purchase merchandising aids. 

Step seven brings us to Jan. 1, 1954 
when we began to reach out to archi- 
tects, builders and selected commercial 
prospects. Note that we still had 
made no announcement to the “con- 
sumer”—that is, the ultimate, usually 
residential, consumer. This was delib- 
erate and according to plan. 

The plan, mapped early in 1953, 


called for cultivation of architects and 
builders, following selling of dealers 
and preceding consumer promotion, 
because we anticipated spending con- 
siderable time in developing business 
with these two groups. They them- 
selves must plan well in advance. 
They must know the product, have 
samples, in-use data, specifications in 
their files before they can be expected 
to work it into their long-range plans. 
Our salesmen, ready to contact the 
architects and builders, already had 
data on the advertising we released to 
two architectural and two building 
publications, in both cases, full-page 
two-color copy. 

Simultaneously we aimed promo- 
tion at commercial prospects, With 
almost limitless potential, selectivity 
was necessary. 


Motels Important 


We selected five publications, one 
“horizontal,” and four “vertical.” 
The first was Institutions Magazine, 
which covers hospitals, schools, hotels, 
restaurants, etc. The other four were 
American Restaurant, The School 
Fxecutive, Hospitals and American 
Motel Magazine. The motel field 
we considered supremely important. 
Orr market testing had revealed that 
Fiorca was apparently what hotel 
builders and operators had been wait- 
ing for. Most motels are built on 
concrete; all want a hard-wear prod- 
uct with beauty and economy. An- 
other advantage: There is always a 
lot of motel construction and recon- 
struction going on. 

By spring of this year, steps five 
and six, with all that preceded, had 
gained us distribution and a gratifying 
degree of acceptance. Step seven was 
softening up architects and builders 
for the consumer attack. 

For step eight we launched our 
first advertising to the general public 
integrating it into our regular nation- 
al campaign on linoleum. We ran 
full-color page advertising in three 
home service publications — Sunset 
Magazine, House & Garden, Living 
For Young Homemakers. 

We are not going to say that re- 
sults, excellent though they have been 
and continue to be, exceeded our ex- 
pectations. With such a well-planned, 
completely integrated program we 
were certain the response would be 
good. It was—from all sides. 

We are very happy with the entire 
program. It has proved to be an ideal 
“package” for the launching of a new 
product without having to retrace one 
step. The cumulative build-up for all 
concerned is proportionately powerful. 

The End. 
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Wilkerson Studio 
Fairfield, lowa (pop. 7,299) 

Commercial studio, and an Ansco 
dealership with a large stock of cameras, 
films, photographic equipment. George 
Wilkerson, owner, said: 

“About 98°% of the farmers in this area 
have cameras. The younger people buy neu 
cameras, with flash and movie equipment, 
Farmers like the 35mm. pictures in color, 
and buy both viewers and projectors.” 


Pardekooper Drug 
Pella, lowa (pop. 4,127) 


This store is an Eastman dealer. The 
stock of cameras, films, flash equipment 
and accessories, fills a double section 
of shelves from floor to ceiling. 

“Our trade is largely farm. This is one 
of the most camera conscious areas in the 
country . W e have many tulips here, and 
people like to photograph them. Every farm 
family has at least one camera,” 


Lyon Camera Shop 
Jefferson, lowa (pop. 4,326) 


Mr. Marvin Lyon, owner, says he has 
sold a total of 1,500 of a certain model of 
camera with flash equipment; and most of 
the sales were to farmers. The store was 
showing twelve 35mm. slide projectors in 
one display, three home movie cameras 
in another. The proprietor said: 

“*My trade is mostly farm. Farmers in 
this community are camera conscious. They 
buy cameras, bring in film for dev eloping, 
come to me with their problems.” 


Lehman Drug Store 
Carroll, lowa (pop. 6,231) 


This store carries a $6,000 inventory 
of cameras and accessories, and grosses 
$30,000 a year from its photographic 
section. Beymer Lehman, proprietor, says 
that more than 75% of his paotonsnoie 
sales are to farmers; and pointed out 
that there were five other drug stores 
in the town. 
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Do you know any better 
customers e e e for anything? Than the farm 


family subscribers to SuccessruL Farminc?...Their farm 
cash income averaged just under $10,000 in 1953. They 
have more spendable income after taxes than the average 
urban family...They spend more time together as a family 
and more time outdoors—than city people do... In the 
Cc 


past three years, 82% have remodeled or repaired their 


homes, and 4% have built new homes. They are prime 


prospects for anything that saves effort, adds comfort and 


convenience to family living. 

And there are an awful lot of them—more than 
1,300,000 of the country’s most prosperous farmers. . .a bloc 
of buying power equivalent to another national suburbia, 
in this one magazine! 


Ask any SF office for the story! 


MEREDITH PUBLISHING COMPANY, 
Des Moines... New York, 
Chicago, Cleveland, Detroit, 


Atlanta, San Francisco, Los Angeles. 


FUTURE SALES RATINGS BOARD 


Total liquid assets now are about three times all retail sales in 
1954. Mortgages, instalment credit and other consumer debts 
are 15°, under liquid assets. Business is strong. Are you pre- 
pared to get your shareof .. . 


1955's Record Sales Potentials 


BY PETER B. B. ANDREWS © Consulting Economist 


A great year is visualized for 1955 
by the Board of Analysts of Future 
Sales Ratings. Retail sales average for 
1955 is expected to be about 4% 
ahead of 1954, with a substantially 
larger gain considered possible if a 
bigger and superior advertising and 
selling job is achieved, not only by 
retailers but by manufacturers, 
wholesalers and jobbers. 

The degree of existing confidence 
has rarely been surpassed, with con- 
sumers, businessmen, the Govern- 
ment and other segments of the 
economy largely optimistic about 
prospects. Accordingly, since Ameri- 
can production capacity is at an all- 
time high, new sales records seem 
definitely attainable with greater dis- 
tributive effort. 

Favorable sentiment by the Board 
is indicated by the fact that the 
majority of the 110 leading industries 
of the United States, shown on the 
opposite page, are rated four stars 
or better. The winter consensus of 
re-analysis by this 300-man group of 
economists, statisticians and market- 
ing men, on these industries’ sales 
potentials, brings for the first quarter 
of 1955 increased ratings for 15 in- 
dustries and decreased ratings for 
two. For the full year 1955, the con- 
sensus shows increased ratings for 17 


industries and decreased ratings for 
two. 


Bases for 
High Ratings . . . 


Customers have money to buy. 
They have current and prospective 
income and savings to buy more than 
at any time in history. 

The public’s liquid assets are at a 
peak, with cash, checking accounts 
and time deposits up. Also, strong 
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security markets have advanced buy- 
ing power. Total liquid assets now 
are about three times ail retail sales 
of 1954. 

Against this, consumer debt has 
been increasing more slowly, and the 
totals of mortgages, instalment credit 
and all other consumer debt is under 
15% of total liquid assets. 


Basic assets: 


Businessmen, too, are in a strong 
buying position, well able to spend 
more monev for production and dis- 
tribution. With recent current assets 
totaling $178.7 billion and current 
liabilities $84.6 billion, net working 
capital reached $94.1 billion, a new 
high compared with $52 billion at 
the end of 1945 and only $25 billion 
in prewar 1939. 

Confidence of businessmen, sup- 
ported by liberalization of deprecia- 
tion allowances and expenditures for 
research and development, and other 
tax benefits, provide a favorable 
climate for business investment and 
growth. 

Strong finances of businessmen also 
have led to increased dividend pay- 
ments, now running about $9 billion 
a year and estimated at $10 billion 
for 1955. By contrast, such pay- 
ments in 1940 equaled $4 billion and 
in 1929, $5.8 billion. 

Individual tax reductions have 
helped disposable income; in the past 
12 months, these reductions have 
added close to $6 billion to disposable 
annual income; in addition, excise 
taxes have been cut by $1 billion an- 
nually. 

The inventory picture has im- 
nroved markedly, with the cyclical 
inventory recession over. Supplies of 


durable goods have leveled off, and 
most industries are replenishing. Re- 
tailers, too, are placing orders more 
freely with their suppliers. 

New orders to manvfacturers are 
on the rise, even in formerly “de- 
pressed” industries such as automo- 
tive, electrical appliance and textile. 

Strength is imparted to the 
economy by the continuing boom in 
construction. There is a strong de- 
mand for new homes, churches, 
schools, office buildings, etc., along 
with readily available mortgage 
money and easier credit terms. 

Highway construction is booming 
at an unprecedented rate and is 
headed for much higher levels, with 
a $100 billion Government program 
under consideration. A new National 
Highway Authority may be estab- 
lished to transfer to the Government 
some of the risks now taken by pur- 
chasers of state highway bonds. 


Over-capacity threat: 


Regarding the question of poten- 
tial overcapacity of the American 
productive system, it is noted that 
part of our industrial machine is ever 
wearing out or obsolescent. Research 
and technological developments are 
constantly leading to new products, 
new methods and new ways of 
basically stimulating the entire U. S. 
economy. Reséarch in 1955 is certain 
to attain record levels. 

As the labor force increases, more 
jobs will call for increased capital 
expenditures to supply the required 
tools of production. 

Industrial productivity is on the 
rise. Per man-hour output is advanc- 
ing at about twice the pace of the 
long-term average of 2% annually. 
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FUTURE SALES RATINGS e e « For January 1, 1955 


In the 110-industry table below, the sales prospect rating has just been raised when 
the arrow 7 next to the star y%& points up. The arrow | pointing down means the 
rating has just been decreased. All other ratings are unchanged from the previous 


How to Read the Table: 


Advertising 

Air Conditioning 

Air Transportation 

Aircraft Sales 

Auto Sales (New) 

Auto Sales (Used) 

Auto Service & Parts 

Auto Tires 

Baking 

Banks 

Beer 

Building (Heavy) 

Building (Residential) 

Candy & Chewing Gum 

Canned Fruits & — 

Cereals 

Chemicals 

Cigarettes 

Cigars 

Clothing (Men's, Women's 
&. Children's) 

Coal (Anthracite) 

Coal (Bituminous) 

Coin Machine Sales 

Commercial Printing 

Cosmetics 

Cotton Textiles 

Dairy Products . 

Department Stores 

Diesel Engines 

Dinnerware 

Drugs & Medicines 

Dry Cleaning 

Education 

Electrical Eq. (Industrial) 

Electrical Eq. (Consumer) 

Exports 

Farming 

Flour 

Food Processing 

Furs 

Gasoline & Oil 

Glass & Materials 

Government Procurement 

Groceries 

Hardware 

Hotels 

House Furnishings, Floor 
Coverings, Furniture, etc. 

Household Products (Misc.) 

Imports 

Instalment Financing 

Insurance 

Jewelry & Watches 

Laundries 

Liquor (Alcoholic) 


(Revenue) 
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Relative 
ize 


quarter. 


Key to Relative Size Ratings 


(By industry sales volume) 
A—$10 Billion and Over 
B—$7 Billion to $10 Billion 
C—$4 Billion to $7 Billion 
D—$2 Billion to $4 Billior 
E—$i Billion to $2 Billion 


Key to 


Sales Prospect Ratings 


(All ratings 2re relative to the median (***), 
which indicates approximately no change in relation 
to the corrosponding period of the preceding year.) 
wkkkk—Best Relative Outlook 


akkek 
ake 


F—One-Half Billion to $1 Billion xk 
G—Under a Half-Billion Dollars * 


Sales 
Prospect Prospect 
ay for Rating for 
Next 12 
(See Above Mos. (See 
Key) Above Key) 


Sales 
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Kank 


Luggage ; 
Machine Tools 
Machinery (Agric.) 
Machinery (Ind’‘l.) 
Materials Handling 
Meats . 


Medical and “Dental Care ; 


Metal Containers 
Metals (Non-Ferrous) 
Motion Pictures 
Musical Instruments 
Office Equipment 

Oil Burners 

Oil (Cooking) 

Oil Equipment 
Packaging & Containers 
Paint :; : 
Paper & Products 
Personal Care 
Photographic Supplies 
Plastics ; 

Plumbing & Heating 


Printing & Publishing Equip. 


| Radios 
Railroad Equipment 
| Railroads 
| Refrigerators ...... 

| Restaurants & Bars 
Restaurant Equipment 
Rubber Products 
Security Financing 
Shipbuilding 
|Shoes .. 
| Silk Textiles 
| Silverware 
Soap 
Soft Drinks j 
Sports & ee Goods 
Steel & Iron 
| Sugar fs 

| Surgical Equipment 
| Synthetic Textiles 

| Television 


| Toothpaste & Mouthwashes .. 


| Toys & Games 

| Trailers (Auto) 
Travel & Vacations . 
Travel Overseas 
Trucks . 

Utilities 

Utilities (Gas) j 
Utilities Telegraph) 
Utilities (Telephone) 
Vacuum Cleaners 

| Washers (Household) 
Woolens & Worsteds 


— very Good Relative Outlook 
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The population growth trend is 
dynamic. Another new high of over 
four million births was reached in 
1954. Though our population now is 
163 million, in the last 15 years over 
51 million children were born. That 
compares with 38 million bern in the 
preceding 15 years, and means that 
the rate of population growth in this 
country has soared 35% in the latest 
period. 

Population isn’t everything, of 
course, but combining this current 
and anticipated growth with the 
earning power and strong financial 
condition of the people, plus the un- 
ceasing desire for a higher standard 
of living, we have a powerful founda- 
tion for rising business. 

Majority judgment of the Board 
is that the dynamic forces for growth 
in the national economy during the 
late 1950's give prospect of surpassing 
any achievements the peacetime world 
has witnessed. 


Ratings Could Go 
Lower Because ... 


Productive capacity throughout 
the economy is at a record-breaking 
peak. Question is whether distribu- 
tive machinery is adequate to cope 
with the huge potential output. 

Employment may not rise greatly 
in the near future; even as business 
improves there may be merely restora- 
tion of the normal work week rather 
than the hiring of many more work- 
ers. 

Purchasing power of the farmer 
continues far below the average of 
recent years, despite some current im- 
provement. 

Because some segments of the 
economy are considered overly in 
debt, many of their current and pros- 
pective purchases represent borrow- 
ing from the future. 

U. S. Defense Department annual 
expenditures, as differentiated from 
orders, are expected to sag off—per- 
haps to $36.5 billion or less in fiscal 
1955, a $4 billion decline ‘-om fiscal 
1954 and over $6 billion from fiscal 
1953. 

Some businessmen hesitate to make 
further outlays for plant and equip- 
ment expansion in the face of un- 
usually heavy existent capacity. 

The unstable Far Eastern situation 
and the continuing belligerent at- 
titude of Communist China make 
some businessmen jittery and _pessi- 
mistic over unsettling war potentials. 


Why Ratings Rose 


Auto sales (new): 


Attractive new models for 1955, 
strong current and prospective pur- 
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chasing power, and record-breaking 
advertising and promotion by auto 
manufacturers and dealers, bring rise 
of one star each in near-term and 
long-term ratings, to four stars each. 


Auto sales (used): 


Improved values, partly effected 
throagh trends to better recondition- 
ing, good public buying power, and 
more advertising directed specifically 
to moving used cars, cause raising of 
long-term rating one star, to four 
stars. 


Auto tires: 


Enlarged output and sales of new 
cars this year, likely wider usage of 
old cars as new highways open and 
people prosper, call for one star in- 
crease in near- and long-term ratings, 
to four stars. 


Cosmetics: 


New, intriguing products, heavy 
production with new entries in the 
field, favorable distaff buying power 
and unsurpassed promotional ex- 
penditures indicate one of industry’s 
best years. Near- and long-term each 
up one star, to five stars. 


Electrical equipment (consumer): 


Underinventoried in_ recent 
months, this industry is now restock- 
ing heavily. Potential market grow- 
ing with expanding population, wear- 
ing out or obsolescence of much small 
appliance equipment. One star in- 
crease for each of near- and long- 
terms, making each five stars. 


Farming: 

With gross income and expenses 
both expected to be a little lower, 
farmers’ realized net income should 
be somewhere near that of the com- 
parable period last year. Near-term 
up one star, to three stars. 


Furs: 


Improved fashions, featuring jack- 
ets particularly, lower excise taxes, 
record-high ladies’ buying power and 
good promotion combine for advance 
of one star each in near- and long- 
term ratings, to three each. 


Glass & materials: 


Residential and commercial build- 
ing boom, trends to picture windows 
in new homes and old home renova- 
tions, and increased applications of 
glass, bring rise of near- and long- 
term ratings one star, to four stars 
each. 


Jewelry & watches: 


Attractive new styling, increased 
advertising and selling appropria- 
tions, record-high disposable personal 
income cause one star advance in 
long-term rating, to four stars. 


Machinery (industrial): 


More lenient tax provisions re- 
garding depreciation of plant and 
equipment, heavy wear and tear of 
old equipment reflecting high indus- 
trial activity, improved new equip- 
ment, high industrial buying power 
bring rise of one star each in near- 
and long-terms, to four stars. 


Metals (non-ferrous): 


Favorable rate of business activity 
anticipated for 1955, and accompany- 
ing good demand likely from manu- 
facturers for copper, lead, zinc, 
aluminum, magnesium, etc., and 
particularly for some of the new 
alloys, cause increase in near-term 
rating to three stars and long-term to 
four stars. 


Office equipment: 


Strong financial condition of the 
commercial world generally, greater 
alertness of the office equipment in- 
dustry to the need for promotion, 
fine new products particularly in 
electronic equipment effect rise in 
near-term and long-term to four stars 
each. 


Refrigerators: 


Greatly improved products, both 
in performance and appearance, ease 
of financing, growing needs after 
period of digestion, record-breaking 
advertising programs make for up- 
ping of near- and long-term ratings, 
to four stars each. 


Steel & iron: 


Bigger prospective demand from 
such basic industries as autos, con- 
struction and industrial machinery 
point to more activity; near- and 
long-term ratings raised to four stars 
each. 


Trailers (auto): 


Anticipated improved trend over 
last year reflects underinventoried 
situation resulting from overlong 
period of digestion; likewise, im- 
proved products, heavy promotion 
combine to advance long-term rating 
to three stars. 


Trucks: 


Greater use indicated in com- 
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Says a Los Angeles advertiser (name 
on request): ‘‘Our business has increased every 
month, We are very pleased with results 
obtained from Practical Builder; 
and we feel our sales volume is due, in no 
small measure, to this campaign.’’ 


Building is done where people live. Sounds obvious, does it? Yet a lot of 
publicity would make you think otherwise. You hear a lot of clatter about 
“Standard Metropolitan Areas” and a lot of chatter about “Business Man 
Builders”...unsupported by the actual facts. So it pays to keep an eye on 
the obvious: to be practical. Which is another way of saying: it pays to 
keep an eye on what practical builder ofers you. For the simple 
truth is this: most people in the U.S\ A. (65%) live in smaller towns (50,000 
or less). And that’s where 82% of Inst year’s new homes were built. Yes, 
building is done where people livd. .. by local builders who buy locally 
and employ local labor... by bu ilders who read and believe in PB: the only 


real trade paper in the building industry, the paper that delivers the 


greatest builder-readersh teat ey at the lowest cost! Get the point? 


... Of the light construction industry 


© inousTRiAL PUBLICATIONS, INC., CHICAGO 8 
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WHEN YOU APPROACH 
THE POINT OF DECISION 


Decisions relating to advertising 
and marketing procedures are often 
based on information furnished by 
ACB Newspaper Research Services. 
Thus, the accuracy and promptness 
of these services is highly important. 

ACB checks more than $2 billion 
worth of space a year in the nation’s 
1,750 daily newspapers. The serv- 
ices it furnishes to more than 1,100 
merchandiser clients is maintained 
on a basis of better than 95% ac- 
curacy. 

This is a highly developed spe- 
cialty. Each ACB reader specializes 
on a specified group of papers and 
is thoroughly familiar with the re- 
tail stores and the brands they 
advertise. 

Special safeguards insure that 
every issue of every paper is read 
and triple-checked for accuracy. 
You can make decisions with con- 
fidence when they are based on ACB 
Newspaper Research. 

Send for ACB’s C . 48 pages. 

Describes each of ACB’s 14 Research 

Services. Gives many case histories; 

cost of service, or method of estimat- 

ing; complete directory of dailies; 

U. S. Census of retail stores. It’s 

free! Ask for it today. 


y Newspape 


ACB SERVICE OFFICES 
79 Madison Ave. + New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. » Columbus 15 
16 fferson Ave. * Memphis 3 
61 First St. + San Francisco 5 


mercial transportation, as well as in 
construction and related heavy-duty 
purposes. Newer, better models also 
create demand at time when product 
has been underbought. Near- and 
long-terms upped to four stars each. 


Vacuum cleaners: 


New model improvements, greater 
effectiveness and appeal to house- 
wives, depreciation of old equipment, 
heavy advertising and selling promo- 
tion in forthcoming good economic 
climate bring increased ratings, to 
four stars each for near- and long- 
terms. 


Washers (household): 


New styling and efficiency to 
please housewives, digestion of excess 
inventories, high buying power of the 


public, obsolescence of old equipment 
and record-breaking advertising ap- 
propriations point to better times. 
Near- and long-terms raised to four 
stars each. 


Why Ratings Dropped 


Aircraft sales were dropped one 
star in the long-term rating because 
the 1954 record was so exceptionally 
high, and armament expansion is not 
likely to show gains generally. Cigar 
sales ratings likewise were cut one 
star because the “escape” to cigars 
from cigarets is unlikely to continue 
in 1955. Government procurement 
ratings also were cut one star each, 
reflecting the intention to reduce, in 
1955, spending by the federal govern- 
ment, notably in armaments. 

The End 


Corrections 


Industrial Potentials by Counties 
from November 10, 1954 issue. 
(Pages 150-176) 

Figures below are correct 


Arizona 


Cochise—Print’g blank; Chemical 
) 


Pima—Paper .1 


Total Above Counties 
Print’g 1.4; Chemical .9 


Paper .1; 


lowa 


Pg. 89—Sioux City should rank 
2nd in the state in total effective buy- 
ing income. 


Oklahoma 


Garfield—Apparel blank; Lumber 
.1; Paper blank; Print’g .1; Chem- 
ical blank; Petr. and Coal .3 


Muskogee—Apparel blank; Lum- 
ber .1 


Oklahoma—Textile blank; Lum- 
ber .3; Furniture .8; Paper .1; 
Print’g 1.6; Chemical .3; Petr. .4; 
Leather blank; Stone, Clay Glass .3; 
Prim. Metal .2; Fabr. Metal 1.8; 
Mach. 1.2; Elec. Mach. .1; Trans. 
Equip. .2 


Ottawa—Textile blank; Apparel 
Al 


Michigan 


Allegan—Lumber dilank; Furn. 


4; Paper 1.0; Print’g .1; Chemical 
3; Prim. Metal blank; Fabr. Metal 
5; Mach. .9 


Alpena—Textile blank; Apparel 
2; Furn. blank; Paper .2; Leather 
blank; Stone, Clay, Glass .3; Prim. 
Metal .5; Fabr. Metal blank ; Mach. 
4 


Barry—Lumber blank; Furn. .2; 
Fabr. Metal blank; Mach. 1.5 


Bay—Leather blank; Stone, Clay, 
Glass .2; Prim. Metal 1.3; Fabr. 
Metal .1; Mach. 1.4; Elec. Mach. 
.9; Trans. Equip. 4.9 


Menominee—Fabr. Metal dilank; 
Mach. .5; Elec. Mach. .4 


Missouri 


Perry—Rubber blank; Leather 1.1 


Ohio 
Columbiana—Furn. 1.1 


Marion—Total 7.2 


Wisconsin 


Dane—Food 4.6 

Walworth—Instruments .3 
California 

Alameda—Lumber 1.5; Furn. 1.7 


Tulare—Stone, Clay, Glass .6; 
Mach. blank 


Ventura—Stone, Clay, Glass .1 
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Hammond Organ Hits the Jack Pot 


(Continued from page 23) 


2. Use a set of earphones on one 
chord organ so that bashful prospects 
may play in private. 

3. If possible, have available one 
or two smaller booths (made from 
light fiberboard or Hammond drapes) 
for private demonstrations and sale 
closings. 

4. Make every effort to get names 
and addresses. Imprint a large supply 
of business reply cards for salesmen’s 
use. Also imprint suitable sales 
literature and place it in a strategic 
traffic location. 

5. Don’t just play beautiful music 
continually. Play to attract people, 
then demonstrate the ease of playing. 
Always try to get prospects to sit 
down and play by themselves. 

6. Use mirrors over the chord 
organ. This enables everyone to see 
the keyboard without crowding 
around the instrument. 

7. Don’t rope off the booth. Make 
it easily accessible to all traffic. 

8. Advertise booths in all news- 
paper advertisements, radio and TV 
spots and store displays. 

9. Use Hammond drapes as a 
background for the booth. 


Film for Small Towns 


“We realized that most farm and 
small-town people felt ‘out of range’ 
as far aS organs were concerned,” 
Lembke says. ‘Now that each of our 
400 dealers has a print of our sound 
film, we receive requests here at head- 
quarters for showings from churches 
and schools in towns we’ve never even 
heard of. We send the requests to 
dealers for follow-up.” 

Most Hammond dealers in farm 
or back-country areas have trucks 
with special generators and electrical 
systems to bear the load of current 
required to operate the organs. A 
Harrisburg, Va., man has five such 
trucks; a dealer in Albert Lea, 
Minn., goes through the farm areas 
teaching organ, thus creating a desire 
among the “pupils” to own one; then 
he sells it. Even some larger dealers, 
as in Los Angeles, forage for lucra- 
tive business outside the city limits. 

The Los Angeles dealer bought a 
big motor coach, remodeled it as a 
Hammond organ salesroom on 
wheels, and now travels up and down 
the Mojave road as far as Bishop, a 
350-mile trip one way. The dealer in 
Phoenix, Ariz., covers ranch country 
and desert, teaching and selling. 

To urge dealers to invest in a 
traveling salesroom, the company says: 
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“The total dollar investment isn’t 
high when you consider the advan- 
tages such a unit can add to your 
selling and advertising programs. In 
the first place, it enables you to take 
your studio right to the doorstep of 
anyone in your area . . . small towns, 
farms, suburbs, outlying areas, where 
people may shop infrequently in your 
shopping center, read papers you 
don’t advertise in. It’s a simple matter 
to unload a chord organ for a home 
demonstration or, better yet, have it 
right in the unit. 

“Tn addition to closing sales in the 
prospect’s front yard, you can make 
fast deliveries and follow-ups on 
good leads. Other dividends are the 
store and product acceptance you get 
from this traveling ‘posterboard.’ 
You'll find it helps support your 
other advertising.” 


Cut Display Costs 


The mobile units also help dealers 
to solve problems and costs of display 
booths at county fairs and shows. 
They can drive them into position 
and they’re in business, rain or shine. 
A music company in Arizona sold 
eight chord organs off the platform 
of its truck during a fair last season. 

The Hammond Instrument Co. 
encourages its small-town dealers to 
organize Hammond organ societies 
and feature professional organists at 
regular meetings. 

Advertising in top farm publica- 
tions is also a most important in- 
fluence in winning acceptance for 
Hammond organs in the farm 
market. Hammond’s advertising 
budget is 200% higher than that of 
the entire music industry, and 500% 
higher than that of the organ busi- 
ness. Regular advertisements are 
scheduled for Better Farming, Suc- 
cessful Farming, Town Journal, and 
Farm Journal. Recent advertising 
copy has emphasized the chord organ 
which sells for $975 F.O.B. Chicago: 
ease of playing appeals to all mem- 
bers of the family. Also a good seller 
to farmers is the spinet, at $1,285. 
A larger model, the home organ, re- 
tails at $2,740. 

Hammond’s “little dealers” are in- 
cluded in the company’s monthly 
sales meetings at the home offices. 
These men, who pay their own ex- 
penses or those of a salesman, come 
from points as distant as the Gulf 
Coast and the Far West to attend 
the three-day session. The objective, 
as explained by Lembke: “Retail 


ACB begins 37th year for 
daily newspaper industry 


ACB has for years performed a 
service for the nation’s news- 
papers, namely to make certain 
each national advertiser in the 
newspapers gets a proof-of-inser- 
tion of his advertisements. In 
doing this job well, ACB has re- 
moved the manual labor and the 
irritation and delays in checking 
newspaper advertising that pio- 
neers in advertising can easily 
recall. It is now easy for an ad- 
vertising agency to handle a heavy 
newspaper schedule. 

The city-by-city “flexibility” of 
newspaper advertising allows adver- 
tisers to pin-point the more respon- 
sive markets ...to use the retailers 
favorite media—newspapers . . . to do 
a closer job of timing... to employ 
the local authority and immediacy of 
the newspapers. 

Since all business is local—so are 
the newspapers. ACB has for years 
been reconstructing for merchandisers, 
the widely varying newspaper adver- 
tising in the nation’s 1,393 localities. 
Thus, merchandisers get a sharp co- 
herent picture of this $2 billion annual 
newspaper advertising expenditure 
with all details of what their own and 
competitive dealers are doing as well 
as thru the medium of various Re- 
search Services. 

ACB Newspaper Research Services are 
made possible only because of the co- 
operation of over 1600 Dailies in using 
ACB to distribute their checking copies 
as a direct help to agencies and their ad- 
vertisers. 

These Newspaper Research Services 
for merchandisers are discussed further 
in our column on the opposite page. 


ACB furnishes a complete, accurate & dependable service 


See opposite page for listing 
of ACB Service Offices 


. 
+ 


ADVERTISING 
(CHECKING BUREAU 


INC. 


ue 
a 


If You Are Planning 
A Sales Meeting... 


You want all the help you can get to select just 
the right site ... one that offers the best 
facilities and surroundings at rates you'd like 
to pay. 


You can have all the help you need without 
charge, you know, by calling upon Meeting- 
Site Service. 


This free service provides you with complete 
information on possible sites for: 


Sales Conferences 

Dealer Meetings 

Traveling Exhibits 

National Conventions 
Anywhere in United States, Canada and 


Caribbean, facts on facilities and rates are yours 
for the asking. Simply tell Meeting-Site 
Service what facilities you need, for how many 
people, when, in what areas or cities, Complete 
facts —- along with color brochures of hotels — 
will be sent to you without cost. 


MEETING-SITE SERVICE 


A Free Service to Sales Management Subscribers 


Operated by 


Sales Meetings 


Part 2, Sales Management 
1200 Land Title Bldg. * Philadelphia 10, Pa. 


salespeople in music are in a highly 
specialized field and they should be 
given some range of security. We 
spend 15 to 20 minutes telling them 
why they have security even with this 
specialized product ; we tell them that 
the flexibility of our manufacturing 
facilities enables us to meet sudden 
chenges in needs. Most of all, we try 
to inspire them to a high degree of 
enthusiasm.” 

Hammond’s monthly sales meet- 
ings are kept small and intimate, with 
an average of 22 attending. Once a 
year the company’s sales executives 
visit six sections of the country, talk- 
ing and holding meetings with rural 
and urban dealers in and around 
New York, Atlanta, Chicago, Dallas, 
San Francisco, Los Angeles; also 
Toronto, Can. 

A typical Chicago meeting includes 
lectures by Lembke; J. O. Taylor, 
sales promotion manager; C. J. 
Suhs, service manager; R. A. Cox, 
sales department; A. F. Pettigrew, 
sales promotion; T. E. Schuettge, as- 
sistant sales manager; E. J. Sampson, 
sales promotion; S$. B. McAllister, 
advertising manager; R. H. Nelson, 
assistant secretary-treasurer, who dis- 
cusses Hammond’s financing policies, 
plans and credit opportunities. 


Observe Manufacture 


On a third-day tour of manufac- 
turing facilities, the visiting dealers 
and salesmen observe the fabrication 
and assembly of tone generators, 
quality control checks, tool and die 
operations, woodworking, cabinet 
finishing—every stage and operation 
in the manufacture of the Hammond 
organ. 

At the end of the sessions, the men 
are asked to fill in cards, giving their 
opinions of the training sessions. 
Sample comments: “Enthusiasm by 
all speakers was apparent. They in- 
spired me to get back to the store and 
sell more and better.” ... “I feel 
this meeting was invaluable to me 
and to the company that sent me 
here.” ... “Everything was extreme- 
ly well planned and_ organized. 
Learned more in three days than I 
could possibly pick up in several 
years of store selling.” 

If the days of lackadaisical selling 
are gone, as far as the music industry 
is concerned, Hammond Instrument 
Co. is in large measure responsible 
for the new, more aggressive attitude. 
Six words in its 1955 slogan portend 
even greater activity in the next 12 
months: 

“ORGANize Your Hammond 
Selling in 55!” The End 
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MR. LEO MARKS 
OPTOMETRIST — JEWELER 
TOLEDO, OHIO 


“HERE'S HOW I SELL 
DIAMONDS IN TOLEDO... 


OPTOMETRIST 


LEO MARKS a 
| Ts JEWELER 


A BRIGHT SPOT in Toledo’s 
retail shopping section is Leo 
Mark’s attractive store. Says Mr. 
Marks: “A major factor in our 
growth and success is the pulling 
power of our ads in the Toledo 
Blade Pictorial Magazine.” 


Rebbe Hoe Shu 


For more information about 
these 12 weekly newspaper grav 
ure magazines, contact one of 
the following representatives: 
The Branham Company, Cresmer 
& Woodward, Inc., Jann & 
Kelley, Inc., Kelly-Smith Co., 
Moloney, Regan & Schmitt, Inc., 
O'Mara & Ormsbee, Inc., Scolaro, 
Meeker & Scott, Inc., Story, 
Brooks & Finley, Inc 
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--- through CONSISTENT ADS 


in the LOCALLY-EDITED 
TOLEDO BLADE PICTORIAL MAGAZINE” 


Want to give your product a sales boost in 1955? Do it with hard- 
selling magazine ads in Locally-Edited Gravure Magazines like the 
Toledo Blade Pictorial. Take a lesson from other national and local 
advertisers who are cashing in today. Says Mr. Leo Marks, Optome- 
trist-Jeweler, Toledo: “We're one of the original gravure magazine 
advertisers in Toledo. Judging from the way I’ve seen it pull, it’s a 
tremendously effective way to sell. Our home-town magazine is fresh, 
lively and local. That’s why it moves merchandise for me!” 

The Locally-Edited Sunday Blade Pictorial Magazine reaches bet- 
ter than 8 out of 10 Toledo families. Yet the leading national maga- 
zine covers scarcely 13% of the Toledo market! 


® Locally-Edited for highest readership © Newspaper circulation impact 
e Gravure magazine reproduction ¢ Maximum savings on positives 
¢ Complete flexibility 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION © COLUMBIA STATE 
COLUMBUS DISPATCH © DENVER POST © HOUSTON CHRONICLE 

INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL © NEWARK NEWS 

NEW ORLEANS TIMES PICAYUNE STATES © ST. LOUIS GLOBE-DEMOCRAT © TOLEDO BLADE 


TOTAL CIRCULATION OVER 3,189,000 COPIES WEEKLY 


@° TOOLS FOR SELLING 
Y SALESMAN &¢ 


WILL SELL MORE 


THE PERFECT SALES KIT 


COMBINES A RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 


Attracts and holds prospect's atten- 
tion by setting up sales material at a 
30° angle when he is standing, or 
a 60° angle when he is sitting. Two 
pockets hold order pad, circulars, 
etc. Weatherproof zipper c!osure. 


SEND For Full Line Folder 


y S2bkee-Joste Bae. TO EMPHASIZE selling features of three basic and important tools to jobber 

salesmen, Stanley Tools, New Britain, Conn., employs this visual. It follows 

1704 West Washington the company’s “manufacturing” movie on the same subject. Silk-screened, 

CHICAGO 12, ILL. multi-colored symbols, when placed on the board, convey important sales points 

=. about each of the three tools. At the end of each scene, symbols are removed 

one by one, with a quick review of each, to reemphasize sales points. Presen- 
tation designed by Hile-Damroth, Inc., New York City. 


TO DEMONSTRATE centrifugal 
pumps, Worthington Corp., Harri- 
son, N. J., manufacturers of pump- 
ing, heavy industrial, construction 
and air conditioning and refriger- 
And you cun make graphs ation equipment, supplies its 
yourself quickly, easily salesmen with a flip-over binder. 
and save the cost of the 
Kit with your first chart Acetate overlays, mounted on 
without ever touching a ven! 4 " 
rings at top of binder, can be 
Translating information into chart form is th best . < 
may t sell seu eteny juich ‘ond dramet calls and quickly flipped over to show the 
NOW —with Chart-Pak—ever) ing you need is printed : : : 
on rolls of tape! You roll on dotted lines, bars, fig- various types of pump liquid ends 
ures, dates. You can’t make a costly error—it can be available for use on grease- or 
taken up as quickly as it is put down, The average - . : 
charting time is minutes—the cost—far less than other oil - lubricated bearing frames. 
methods, And you or your secretary can do it. Stuffing box modifications indexed 
A complete kit with twenty-eight on a wheel mounted in the center of the demonstrator can be rotated into 
300” rolls of many patterns and j j i j i 
eatareie andy 984.56 place, showing packed stuffing boxes, mechanical seals, jacketed stuffing boxes. 
Each overlay is color coded. Overlays of this type have been beneficial in 
CHART-PAK, INC. the past to salesmen who must discuss internal design features, internal 
100 Lincoln Ave. * Stomford, Conn. * Dept. 95a functions. For example, this demonstrator illustrates a pump line which offers 
Rush that Chart-Pak information to: over 60,000 combinations using standard parts. The new demonstrator replaces 
Nome ae aa five or six bulletins previously required to illustrate a single product feature. 
Compony —__ ~— Using this demonstrator, Worthington representatives are now able to show 
Add . : ae ail [ : 
ee " nee sinanioverin such benefits as interchangeability of parts, flexibility of operation, and other 
ee ee ‘ sae 
“hidden” qualities. 
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TAKE-DOWN miniature model of 
heavy Goodyear rotary hose helps 
sales representatives demonstrate in- 
ternal construction (see below). 


The Goodyear Tire & Rubber Co., 
Akron, gets a lot of mileage out of 
miniature models of rotary hose, ac- 
cording to R. E. Chapman, manager 
of hose sales. 

Typically, rotary hose is 40 to 60 
feet long, may weigh 1,000 pounds. 
Many of its outstanding features are 
buried in internal construction. To 
explain these features, the hose de- 
partment had been relying on educa- 
tional and promotional materials, 
pamphlets, brochures and advertising. 
Sales management, after reviewing a 
possible step-up in sales activity, de- 
cided that field representatives needed 
a rotary hose model that would en- 
able customers to inspect physically 
its innards. As a result, a number of 
full-scale, cross-sectional models of 
the hose were prepared and spotted 
in concentrated selling areas. Models 
were three feet long, weighed 100 
pounds. 

At first the models were used en- 
thusiastically by field representatives, 
and sales results showed that they 
were effective. But enthusiasm soon 
lagged. Management had overshot its 
expectations in asking a man to carry 
a 100-pound demonstration piece. 

The obvious answer was a minia- 
ture scale model—an exact duplicate 
of the product made to smaller size 
and of lighter: materials. Result is a 
model with (1) aluminum instead of 
steel parts, (2) de-mountable parts, 
(3) dimensions reduced by one-third, 
and (4) weight of less than three 
pounds. Now, by simple take-apart 
steps, field men explain predominate 
features of the hose before the eyes 
of the customer. The model has be- 
come a part of every new sales ap- 
proach, says Chapman, and is now 
used extensively to educate long-time 
customers. 
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“Financial Security 


Is Based On Savings...” 


ARTHUR B. HOMER 
President 
Bethlehem Steel Corporation 


“, .. and the purchase of U.S. 


Savings Bonds through the Payroll 


Savings Plan is one of the easiest ways for any individual to save for 


economic security.” 


If you agree with Mr. Homer that 
“ .. the Payroll Savings Plan is one of 
the easiest ways to save for economic 
security.” — 


If.you believe with millions of other 
Americans that there is no safer invest- 
ment than U.S, Savings Bonds 


Why not take a really personal in- 
terest in your employees and your Pay- 
roll Savings Plan? 

Pick up the phone, now, and ask the 
rian in charge of your Payroll Savings 
Plan three questions: 
¢ How many of your employees are en- 

rolled in the Payroll Savings Plan? 
e What is the percentage of employee 

participation? 


¢ When did your company last conduct 
a person-to-person canvass? 


If less than 50% of your employees are 
enrolled in the Plan .. . if you have not 
conducted a person-to-person canvass 
in the past two years (or if you do not 
have the Plan), act now! Telephone, 
wire or write to Savings Bonds Division, 
U.S. Treasury Department, Washing- 
ton, D.C. You will hear promptly from 
your State Director, U.S. Treasury De- 
partment who will be glad to help you 
conduct a person-to-person canvass that 
will put an application blank in the 
hands of every employee. That is all 
you have to do. Your employees will do 
the rest. They want to save for their 
economic security. 


The United States Government does not pay for this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Council and 
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Gossards firm-but-friendly support 


a. 4 
Verne eet hemody o ceme MH ste OOD 


Pgs Soft te ae 
ed 
a 


ee 
ee ee 

2 Unk eran ae that ret atin wets gy tae 
20 MN re amg ee: Canoe oe gee alte 
ee ee | 


L508 © Lemquer 10 Unt ee oa mow lant ae Pow 


USING ADVERTISING 
A SALES TOOL— 
No. 13 in a Series 


BY WAYNE BEAUDETTE 


Director, Sales and Advertising 
The H. W. Gossard Co.* 


Consumer Stars in Gossard Ads 


Of all our recent advertisements, | 
consider our appeal to the nine-to-five 
career woman the most successful. 
This advertisement met both require- 
ments of our advertising policy: 

1. It was keyed to a sales idea, not 
to a specific garment. 

2. Its approach was pinpointed to 
a specific consumer interest. 

The star of our advertising cam- 
paigns is the consumer. But we are 
never so sanguine as to believe that 
the same advertisement attracts all 
the women who wear foundation gar- 
ments. Our audience is as varied as 
our own collection, so that each ad- 
vertisement we plan must be based on 
a complete understanding of the prob- 
lem of the age group we wish to 
attract. Our hope is to tell Miss X 
or Mrs. Y how she can achieve com- 
fort-plus-beauty through the right 
foundation garment. 
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Fundamental philosophy behind 
The H. W. Gossard Company’s ad- 
vertising is to help the retailer to 
move basic stocks, rather than to 
force him to purchase new products 
just to take advantage of one-shot 
promotional schemes. 

Anyone who works in the fashion 
field appreciates the importance of 
what is known as promotional mer- 
chandise. In our own industry such 
items as sun basques (an outer bra 
to be worn at the beach) come under 
this category. They create depart- 
mental enthusiasm, are excellent 
trafic builders. 

However, the large volume of 
business in a retai! corset department 
revolves around what we know as 
basic stock—products which have 
proved popular with customers, and 
which usually include a wide range 
of styles and sizes. Because her in- 


ventory is necessarily limited, the 
foundation buyer keeps most of her 
stock in these favorite basics. Al- 
though she must introduce new items 
to build traffic, unlike the ready-to- 
wear buyer she actually can predict 
her principal best sellers for each 
season. It is the manufacturer’s - re- 
sponsibility to help her find new cus- 
tomers for established favorites: To 
ship merchandise, we know we have 
to sell ideas. 

In preparing the nine-to-five adver- 
tising idea we followed a pattern we 
have found valuable in getting local 
retailer cooperation. 

We may have an excellent promo- 
tional idea, but the local retailer is 
the best judge of what has strongest 
appeal in his own market. It is cus- 
tomary in the corset industry for the 
manufacturer to pay 50% of the cost 
*Chicago, Il. 
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How we select Clients 


The fact is often overlooked that agencies do select 
clients. They appraise the desirability of prospective 
accounts just as clients appraise agencies. 

But there is a great difference between agencies in 
the realism with which they appraise prospective 


accounts, and their ability to serve those accounts. 
We ask ourselves two basic questions: 


First: Can we honestly consider ourselves equipped to do 
a good job for this client? Of course we have the 
physical facilities, the departmental functions. But 
do we have effective knowledge of his field of 


marketing? 


On several occasions we have been offered accounts 
in fields completely foreign to us. We have declined 
them—because to accept would have been not only 
unfair to the client, but damaging to our own repu- 


tation in the long run. 


There are other fields in which we have no clients, 
but in which we have (in our people) a considerable 
breadth and depth of successful experience. We 


actively look for accounts in those fields. 
Second—we ask ourselves; in evaluating a prospect: 
Do we and they play by the same rules? 


Do we see eye-to-eye with them on the ethics of 
doing business, for instance? On our mutual respon- 
sibility to the customer? On the power of advertis- 
ing as a profit-making tool, and on its limitations? 
On the role of an agency as a full partner, rather 
than as a mere supplier of words and _ pictures 


on order? 


If we can answer both the first and second question 
favorably, we know that here is an opportunity to build 
an agency-client partnership that can grow more pro- 


ductive to both parties with each year of working together. 
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We have followed this policy of client appraisal (and 


self-appraisal) since our beginning. 


A few of our clients have been with us a relatively 
short time, and we hope we will never stop adding 
new ones. The great majority we have served any- 
where from five to twenty-five years. One has been 
with us almost forty vears. It’s the first account we 


ever “‘selected’’. 


Inc. 
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ONE PAPER GIVES 


*Evey } 3632 » 


nday 162 


COMPLETE COVERAGE. 


Q1 


IN THE ACTIVE 
AKRON MARKET 


Area 


568,024 


AT ONE LOW RATE — 


pe ne Eve ng 


Advertise in Act 


AKRON BEACO 


Sunday 


ve Akron! 


EVENING AND SUNDAY 


JOHN S. KNIGHT, PUBLISHER 


of the advertisement, the store paying 
the other 50%. Each of us, therefore, 
manufacturer and retailer, has a 50-50 
share in the success of every promo- 
tion. 

It has been our practice to work 
out the theme of a particular adver- 
tisement, then leave it up to the 
retailer to adapt it to his special needs 
by featuring appropriate garments in 
stock. 

The “9 to 5” was prepared by 
Gossard’s advertising department and 
presented to retailers across the coun- 
try in rough layout form. Accom- 
panying the layout were suggestions 
as to appropriate light-but-firm foun- 
dations for on-the-job comfort that 
might be featured. 

In this way, the retailer did not 
feel we were forcing an idea upon 
him; he had enough leeway to adapt 
the advertisement to his best advan- 
tage. 

The “9 to 5” first appeared in the 
Chicago Tribune, Nov. 4, 1953, as a 
full-page advertisement placed by 
Carson Pirie Scott & Co. Carson’s 
combined the “‘career girl” theme and 
much of the copy supplied by Gossard 
with its own sketches of suitable 
foundations against an office back- 
ground, 

Since that date the advertisement 
has appeared hundreds of times in 
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WAYNE BEAUDETTE . 


came to The H. W. Gossard 
Co. as Director of Sales and 
Advertising in 1951 after 
four years in the sales and 
merchandising department of 
Metropolitan Sunday News- 
papers, Inc. Before that he 
served as advertising mana- 
ger for Queen Anne Candy 
Co. 


In 1953 he worked with an 
advertising budget in excess 
of $500,000. Of this, approxi- 
mately half went into the 
company’s program of co- 
cperative advertising in local 
newspapers. Cost is shared 
by Gossard and dealers on 
the 50-50 basis common to 
the foundation garment 
dustry. 


in- 


Gossard’s national con- 
sumer advertising is chan- 
neled to a select group of 
magazines and full use is 
made of merchandising pub- 
lications serving the founda- 
tion industry. 


One LOW rate in the evening 
and Sunday Beacon Journal— 
Akron, Ohio’s ONLY news- 
paper—gives you full cover- 
age of Akron’s $990,000,000 
market. The Beacon Journal 
is one of your best newspaper 
buys in the middle west. 
R-O-P Color is also available. 


N JOURNAL ) 


STORY, BROOKS & FINLEY 
REPRESENTATIVES 


newspapers throughout the country, 
either in its original form as prepared 
by Gossard, or with variations on the 
basic theme. It is still being used. 

A follow-up to the “9 to 5” is an 
advertisement encouraging home- 
makers to look their best when their 
husbands come home at night. This 
ad carries the intriguing title: “If 
your date’s on the 5:45.” 

The success of our “9 to 5” and 
the advertising policy it represents 
can be judged by the enthusiasm with 
which it was received by our retailers 
and the consumer response it evoked. 

Our “sell ideas’ philosophy is not 
limited to our advertising but under- 
lies our entire sales plan. For ex- 
ample: We have helped our retailers 
to work out satisfactory tie-in promo- 
tions of foundations and outer wear, 
showing the consumer how she can 
achieve the “right” silhouette for 
new fashions. This theme is carried 
out in advertising, window decora- 
tions and store displays. 

The beauty-plus-comfort idea is 
sold to the teen-age group by appeal- 
ing to every girl’s interest in beauty 
queens. State and city beauty queens 
visit stores to help young women to 
solve their own figure problems. 

The Gossard record carries proof 
that you can sell ideas and ship mer- 
chandise. The End 
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President: William R. Kelly 


Sales Promotion Executives 


Form National Association; 


Plan Local Chapters 


A new national group, the Sales 
Promotion Executives Association, 
Inc., anticipates establishment of 
local chapters throughout the nation 
as part of its broad program to im- 
prove the effectiveness of sale promo- 
tion for American business and in- 
dustry. This announcement came 
from William R. Kelly, manager, 
sales promotion, Sinclair Refining 
Co., and president of the new organ- 
ization, with headquarters in N. Y. 

Spontaneous response for charter 
membership from a wide variety of 
nationally known concerns indicates, 
according to Kelly, that the associa- 
tion should be able to carry out its 
objectives in the sales promotion field. 

Among these are: to promote ex- 
change of ideas among executives in 
the field; to create a better under- 
standing of the scope and function of 
sales promotion within management 
and throughout industry; to develop 
a more cooperative relationship 
among sales promotion, advertising, 
sales management and selling. 


Vice-President: Donald B. Smith 
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“The Sales Promotion Executives 
Association has an important oppor- 
tunity,” Kelly says, “in its efforts to 
raise the ethical standards and prac- 
tices of sales promotion. Certain steps 
are necessary to enhance the field’s 
professional standing as a modern 
science. Only in this way can we 
attract more people of high caliber 
to our chosen field.” 

The board of directors for this 
organization includes, in addition to 
President Kelly; vice-president, 
Donald B. Smith, advertising and 
sales promotion manager, Lewyt 
Corp.; vice-president and secretary, 
Ernest W, Hull, director, advertis- 
ing and promotion, Railway Express 
Agency, Inc.; treasurer, Herbert F. 
Osterheld, assistant to vice-president 
in charge of advertising, The Borden 
Cheese Co., Div. of the Borden Co. 
Chairman of the board is Raymond 
Bill, publisher, SAaLEs MANAGEMENT. 

The other directors of the organ- 
ization are: Raymond G. Keck, man- 
ager, advertising and promotion, 


Chairman: Raymond Bill 


Cities Service Oil Co.; Robert I. 
Robinson, director, sales promotion, 
Trans World Airlines Inc.; Saul C. 
Rockoff, assistant to vice-president, 
Seagram-Distillers Corp. The End 


Treasurer: Herbert F. Osterheld 


V-P and Sec.: Ernest W. Hull 
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Retail Sales Still Rising 


BY DR. J. M. GOULD © Research Director 


Sales Management's Survey of Buying Power 


Retail sales in January 1955 will 
probably total $12.7 billion. Repre- 
senting a gain of 3% over January 
1954, the current volume marks the 
fourth successive month to record 
percentage gains over like months of 


the previous year. This fact should 
serve as evidence that the retailing 
recession of 1954 is over. The volume 
of sales in terms of 1935-39 dollars, 
adjusted, is $7.3 billion. 

The good Christmas performance 


that marked the close of 1954 is ex- 
pected, for many reasons, to carry 
over into the new year. First and 
foremost, the snapback in industrial 
activity, which began in September 
when the Federal Reserve Board 


Retail Sales January through November 


Eating and Drinking Places 

General Merchandise 

Apparel 

Furniture and Appliances 

Lumber, Building, Hardware 

Automotive 

Gasoline Service Stations 

Drug and Proprietary 
*Total Sales 


19541983 
$ Millions 

37,159 

11,906 

16,256 

8,891 

8,125 

12,510 

31,040 

9,622 

4,273 

154,298 


Nov. '54 vs ‘53 


Fereont Change 
First 11 Months 


"54 vs ‘53 
1.6 
1.1 
—1,3 
—2.3 
—0.9 
—4.5 
—7.1 
8.2 
3.2 
—1.0 


* Includes data for kinds of business not shown in above nine categories. 
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Index of Jr ‘ial Output (season- 
ally adjusteu) stood at 124 (1947- 
1949—100), shows every sign of in- 
creasing vigor. The Index rose to 
129 in November and probably is 
row running at levels 5% higher 
than those of January, 1954. With 
auto and steel stepping up activities 
in January, industry in the first 
quarter of 1955 may come close to 
the peak levels of operation reached 
in the first half of 1953. 

Secondly, the one new factor in the 
retailing picture is the suprisingly 
good automotive sale performance re- 
sulting from the introduction of the 
new 1955 models. This fact may be 
even more important in January and 
February than it was in December, 
when the new cars had to compete 
for the consumer dollar with prod- 
ucts that traditionally take the cream 
of Christmas shopping expenditures. 
Time will tell. 


Construction Is Surprise 


Sales in December, running at a 
level of about $17 billion, probably 
just missed pulling the 1954 retail 
sales total over the 1953 mark of 
$170 billion, though it may not have 
missed by much. The auto com- 
ponent, in spite of the bangup finish 
in December, was the biggest lag- 
gard, with 1954 total sales falling 
about 5% behind 1953, as did 
lumber, building materials and hard- 
ware sales. However, biggest surprise 
of 1954 was the fine residential con- 
struction showing, with new housing 
starts totaling well over 1.2 million, 
10% better than 1953 and only 150,- 
000 under the all-time record set in 
1950. When these starts are com- 
pleted, sold and transformed into oc- 
cupied dwelling units, there should 
be corresponding gains in the sale of 
furniture and appliances, along with 
lumber, building materials and hard- 
ware. 

Thus with employment, income 
and sales trends pointing upward, the 
general economic picture has not 
looked as good for over a year. How- 
ever, unemployment remains high, at 
close to 3 million, so that there is 
some unevenness in the regional and 
industrial distribution of the favor- 
able signs. This is seen in the high 
spot ratings below, which reflect the 
impact of all factors, both national 
and regional, in the evaluation of 
current retail performance. 

Among states reporting _ better- 
than-average performance for this 
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January as compared with last Jan- 
uary are: 
Arizona 
Arkansas 
Colorado 
Florida 
Kansas 
Maine 
Nebraska 
Wyoming 


The leading cities, those with a 
City National-Index well above aver- 
age are: 


Santa Ana, Cal. 
Fort Lauderdale, 
Colorado Springs, Colo. 
Elmira, N. Y. 
Billings, Mont. 
St. Petersburg, Fla. 
Jacksonville, Fla. 
Ventura, Cal. 
Orlando, Fla. 
Lake Charles, La. 
Hempstead Township, 
N. Y. 112.9 
Miami, Fla. 112.0 
Pasadena, Cal. 111.4 
Wichita, Kan. 110.1 
Abilene, Tex. 109.7 
Lincoln, Neb. 109.6 
Columbus, O. 109.3 
Hutchinson, Kan. 109.2 
San Bernardino, Cal. 108.9 
Salisbury, N. C. 108.8 
Topeka, Kan. 108.7 
Elizabeth, N. J. 108.7 
Portland, Me. 108.4 
Bellingham, Wash. 108.4 
San Angelo, Tex. 108.0 
Casper, Wyo. 108.0 


120.4 
119.9 
118.4 
113.8 
113.5 
113.1 
113.1 
113.0 
113.0 
112.9 


Sales Management's Research Depart- 
ment with the aid of Market Statistics, 
Inc., maintains running charts on the 
business progress of more than 283 of 
the leading market centers of the country. 


Monthly data which are used in the 
measuring include bank debits, sales tax 
collections, Department of Commerce sur- 
veys of independent store sales, Federal 
Reserve Bank reports on department store 
sales. 

The retail sales estimates presented 
herewith cover the expected dollar figure 
for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SM’s Survey of Buying Power. 


Three Index Figures Are Given 
the first being “City Index, 1955 vs 
1939.” This figure ties back directly to the 
official 1939 Census and is valuable for 
gauging the long-term change in mark- 
et. It is expressed as a ratio. A figure of 
400.0, for example, means that total retail 
sales in the city for the month will show 
a gain of 300% over the same 1939 


month. In Canada the year of comparison 
is 1941, the most recent year of official 
sales Census results. 

The second figure, “City Index, 1955 
vs. 1954” is similar to the first except 
that last year is the base year. For short- 
term studies it is more realistic than the 
first, and the two together give a well- 
rounded picture of how the city has 
grown since the last Census year and how 
business is today as compared with last 
vear. 

The third column, “City-National In- 
dex, 1955 vs. 1954” relates the city’s 
change to the total probable national 
change for the same period. A city may 
have this month a sizable gain over the 
same month last year, but the rate of 
gain may be less—or more than that of 
the nation. Al! figures in this column 
above 100 indicate cities where the change 
is more favorable than that for the U.S.A. 
The City-National Index is derived by 
dividing the index figure of the city by 
that of the nation. i 


The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
projected month. Like all estimates of 
what is likely to happen in the future, both 
the dollar figure and the resultant index 
figures can, at best, be only good ap- 
proximations, since they are necessarily 
projections of existing trends. Allowance 
is made in the dollar estimates for the 
expected seasonal trend, and_ cyclical 
movement, 

The index and dollar figures, studied 
together will provide valuable informa- 
tion on both rate of growth and actual 
size of a city market. 

These exclusive estimates are fully pro- 
tected by copyright. They must not be 
reproduced in printed form, in whole or 
in part, without written permission from 
SALES MANAGEMENT, INc. 


Suggested Uses for These Data include 
(a) special advertising and promotion 
drives in spot cities, (b) a guide for your 
branch and district managers, (c) revis- 
ing sales quotas, (d) checking actual per- 
formances against potentials, (e) basis of 
letters for stimulating salesmen and fore- 
stalling their alibis, (f) determining 
where drives should be localized. 


¥% Cities marked with a star are Pre- 
ferred-Cities-of-the-Month, with a level 
of sales compared with the same month 
in 1954 which equals or exceeds the na- 
tional change. 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1955) 
City 
City City Nat'l. 
Index Index index $ 
1955 1955 1955 (Million) 
vs. vs. vs. danuary 
1939 1954 1954 1955 


UNITED STATES 


443.1 100.0 12708.00 


Alabanria 


% Birmingham ... 104.5 34.73 

Gadsden ...... . 94.7 5.07 
* Mobile 103.7 14.15 
% Montgomery ... J 104.2 10.32 
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THE RIGHT STEP 


om oD 
“aS "@ 


can mean the difference between 
a successful campaign or just an 


also ran. 


STAMFORD—Connecticut’s _rich- 
est market with a family income of 
$7,913—highest of all cities over 
50,000, is also tops in the richest 


metropolitan area in the country. 


A schedule in the Stamford Advocate 
is the right step to sell in this preferred 
market where top income gives you that 


big sales advantage. 


STAMFORD ADVOCATE 


Stamford, Conn. 


Rep, by Julius Mathews Special Agency, Inc. 


How Important Is 


NORWALK, Conn.? 


Norwalk is a big shopping center— 

listed by Sales Management as a 

metropolitan area — a market of 
92,000 population. 

28,500 

$216,820,000 


Income per Capita 
Total Retail Sales 


THE NORWALK HOUR, with dominat- 
ing circulation, is the surest way to get 
more sales for your advertising dollars. 
15,252 daily cireulation—91% coverage of 
the city zone homes, 55% of the entire 
trading area. 


The Norwalk Hour 


Norwalk, Conn. 


Represented by 
The Julius Mathews Special Agency, Inc. 
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RETAIL SALES FORECAST 
(S.M. Forecast for January, 1955) 
City 
City City Nat'l. 
index Index index $ 
1955 1955 1955 (Million) 
¥s. vs. vs. January 
1939 1954 1954 1955 


Arizona 


*& Phoenix 
%& Tucson 


Arkansas 


% Fort Smith 
%& Little Rock 


California 


® Bakersfieid 

w& Berkeley 

* Fresno 

%& Long Beach .. 

we Los Angeles ... 
Oakland 

% Pasadena 

%& Riverside 650.8 

% Sacramento . 441.8 

%& San Bernardino. 597.3 

% San Diego . 673.6 
San Francisco.. 332.6 

*% San Jose 

% Santa Ana ... 

% Santa Barbara . 
Stockton 

% Ventura 


-. 485.8 
. 404.2 
501.1 

. 592.7 
475.2 
379.0 
. 595.5 


Colorado 


% Colorado Springs 471.9 122.0 118.4 
% Denver - 431.3 11 107.9 
%& Pueblo 452.9 106.5 103.4 


Connecticut 


Bridgeport 
*% Hartford 
Meriden- 
Wallingford . 
Middletown .. 
* New Haven 
New London ... 
Stamford 
w® Waterbury 


The Shopping 
Is Whopping 


And here's exactly how 
whopping: 


New London ‘has Con- 
necticut's second largest 
average per-family sales of 
general merchandise among 
all cities of 25,000 popula- 
tion or over, (Source: S.M. 
‘54 Survey) 


Hint: you're missing 
plenty if you don't put New 
London's one-and-only daily 
firmly in second place on 
your big-city Connecticut 
media list. 


Che Bay 


NEW LONDON, CONNECTICUT 
National Representatives: 


GILMAN, NICOLL & RUTHMAN 


You Always Get More 
In Middletown 


In 1955 more families will be 
making more and spending more 
because of big government and 
private development plans that are 
about to start. 


Your advertising dollars will sell 
more — especially in Middletown, 
Connecticut where family income 
of $6,974 is $1,800 above the U.S. 
average. 


This highly responsive market can 
be thoroughly sold only through 
the Middletown Press. No combina- 
tion of incoming non-local papers 
comes anywhere near equaling the 
coverage of The Press. 


“You Always Get More 
In Middletown” 


THE MIDDLETOWN PRESS 


é MIDDLETOWN 
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RETAIL SALES FORECAST 
(S.M. Forecast for January, 1955) 
City 
City City Nat'l. 
Index index Index 
1955 1955 1955 
vs. vs. vs. 
1939 1954 1954 


Delaware 


Wilmington 391.1 98.9 


District of Columbia 


%& Washington 386.7 103.4 


Florida 


% Fort Lauderdale 699.2 
% Jacksonville 589.8 
* Miami . 685.8 
* Orlando 591.2 

Pensacola . 528.4 
%& St. Petersburg . 670.5 
%& Tampa 593.1 


Georgia 


% Albany 

* Atlanta 
Augusta 
Columbus 

% Macon 
Savannah 


Hawaii 


%& Honolulu 


Idaho 


%& Boise 


Bloomington . 407.4 
Champaign- 
Urbana 
Chicago 
% Danville 
*% Decatur ey, 3! 
% East St. Louis . 455.5 
Moline-Rock Island- 

E. Moline ... 422.2 
Peoria ........ 341.1 96.0 
Rockford . 459.6 100.5 

% Springfield . 437.9 103.8 


100.0 97.1 
. 425.7 
- 388.7 
- 406.2 


100.9 
101.2 
104.5 
104.1 
105.4 


98.0 
98.3 
101.5 
101.1 
102.3 
99.0 96.1 
93.2 
97.6 
100.8 


JANUARY I, 1955 


$ 
(Million ) 
January 
1955 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1955) 
City 
City City Nat'l. 
Index Index Index 
1955 1955 1955 
vs. vs. ¥s. 
1939 1954 1954 


Indiana 


Evansville 

*% Fort Wayne 
Gary 
Indianapolis 

* Lafayette 

*% Muncie 
South Bend ... 
Terre Haute ... 


lowa 


%& Cedar Rapids 

¥% Davenport 

%& Des Moines 
Dubuque 
Sioux City . 

*% Waterloo 


Kansas 


¥% Hutchinson 

% Kansas City ... 
*% Topeka 

* Wichita 


Kentucky 


% Lexington 
*% Louisville 
Paducah 


453.5 110.4 107.2 
- 468.5 104.4 101.4 
497.0 90.9 883 


Louisiana 


% Baton Rouge 
% Lake Charles 
Monroe-West 
Monroe 
% New Orleans ... 
te Shreveport 


365.7 110.6 107.4 


$ 


(Million ) 


January 
1955 


Maine's 8 t 6 Paper 


Bangor 
Daily News 


now 70,000 cary 


Reaches 74%, of Families 
In 7-County Area 


Few big markets can be covered so 
well for so little. No duplication 
—only 1-Big Paper and it covers 
¥% of the State’s total Retail Sales, 
Income, etc. 


Eight—yes 8 other Dailies DIVIDE 
the remaining 9 Counties repre- 
senting % of the State’s volume. 


Northern-Eastern Maine is a prize 
package for advertisers developing 
Maine business. It’s wrapped up 
for you in ONE big paper— 


Bangor Daily News 


“Maine’s Largest Daily Newspaper” 
Rep. by Johnson, Kent, Gavin & Sinding, Inc. 


BIDDEFORD-SACO 
$50,270,000 total income 
$33,488,000 retail sales 


is head and shoulders above the 
state average in just about every- 
thing. 


Family income averages $5,405 
compared to $4,563 for the state 
. . « family sales average $4,088 
compared to $3,544 for the state 
. .. food sales average $1,164 com- 
pared to $1,044 for the state. 


The Biddeford Journal, read in 
95% of the homes, is your best 
introduction to a big sales pro- 
gram. It’s your best buy in Maine. 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc. 


73 


The PORTLAND, MAINE Market 


is a Nine County Sales Area 


62°%, of the population 

63°, of the families 

65°/, of total income 

64°/, of retail sales 

65°, of food sales 

60%, of general mer- 
chandise sales 

67°/, of furniture-house- 
hold sales 

61°%, of automotive sales 

65°, of drug sales 

80°/, of eating and drink- 
ing sales 

81°, of apparel sales 

65°, of gas service sta- 
tion bs 

73%of lumber and 
building sales 

67%, liquor (package) 
sales 

86°/, of jewelry sales 


$925,737,000 

TOTAL RETAIL SALES 

ARE CONCENTRATED 
IN THESE NINE 

SOUTHERN COUNTIES 


Sales Management, 5/10/54 


Sales Management's Test Market Survey, Nov. 1953 
rates Portiand as one of the best test markets in the 
country: 


\st for all cities in Maine 

Ist in New England for cities in 75,000 to 150,000 population group 
3rd in New England for cities of all sizes 

bth in U. S. A. for cities in 75,000 to 150,000 population group 

18th in U.S. A. for cities of all sizes. It ranked 75th in 1950. 


The PORTLAND newspapers give you 94% coverage of the 


city and retail trade zone and 52% of the entire nine counties. 


78,164 circulation daily . . . 87,243 Sundays 


PORTLAND, MAINE 


PRESS HERALD EVENING EXPRESS 
SUNDAY TELEGRAM 


Represented by The Julius Mathews Special Agency, Inc. 


HIGH SPOT CITIES 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1955) 
City 


City City Nat'l. 
Index Index Index $ 
1955 1955 1955 (Million) 
vs. vs. vs. January 
1939 1954 1954 1955 


| Maine (cont.) 


% Lewiston-Auburn 365.9 


% Portland 


Maryland 


Baltimore 
Cumberland ... 
Hagerstown ... 


Massachusetts 


* Boston 
¥%& Brockton 

Fall River ..... 
*% Holyoke ..... 
%& Lawrence 


New Bedford 324.9 
Pittsfield . 326.3 


Again! 
Highest Weekly Wages 
in Massachusetts! 


The latest Bureau of Labor bulletin 
for October 1954 again shows Pitts- 
field with the highest average 
weekly wages in the state—$83.48 
compared to the state average of 


The Eagle covers 12! per cent of homes in 
City Zone and 70 per cent in the county area 


BERKSHIRE EVENING EAGLE 


Julius Mathews Specia! Agency, National Reps. 


SALES MANAGEMENT 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1955) 
City 
City City Nat'l. 
Index Index Index $ 
1955 1955 1955 (Million) 
vs. vs. vs. January 
1939 1954 1954 1955 


Massachusetts (cont.) 


* Salem ... 410.3 105.3 102.2 
% Springfield .... 349.6 1045 101.5 
Worcester « sas BS BMS 


Michigan 
Battle Creek .. 969 94.1 
Bay City : 101.9 98.9 
Detroit ye ae 94.8 92.0 
* Flint ue 103.9 100.9 
% Grand Rapids .. 104.6 101.6 
dackson ...... 97.7 94.9 
Kalamazoo . 102.7 99.7 
Lansing aia 92.2 89.5 
Muskegon 946 918 
Pontiac .. 100.4 97.5 
Port Huron 96.6 93.8 
% Royal Oak- 
Ferndale .. 103.0 100.0 
Saginaw ‘ 101.9 98.9 


Minnesota 


Duluth 
% Minneapolis 
St. Paul 


Mississippi 


dackson 


Missouri 


% Joplin : 103.4 
% Kansas City .. 100.4 
St. Joseph .... 99.1 
St. Louis 96.3 
% Springfield 104.3 


Montana 


& Billings 
Butte 
* Great Falls . 


Nebraska 


* Lincoln -. 4446 112.9 109.6 
% Omaha .--» 402.9 106.4 103.3 


JANUARY 1, 1955 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1955) 
City 
City City Nat'l. 
Index Index index $ 
1955 1955 1955 (Million) 
vs. vs. vs. January 
1939 1954 1954 1955 


Nevada 


New Hampshire 


%& Manchester .... 351.7 


New Jersey 


% Atlantic City .. 397.1 

Camden .. 440.7 

x Elizabeth ..... 427.7 
% Jersey City- 

Hoboken -. 337.1 

325.2 

% Passaic-Clifton . 397.5 

% Patterson ..... 413.1 

Trenton ...... 382.0 


Taunton, Mass. 


A Great Sales Market 


Highest family income 
$5,020 and 


Highest per capita income 
$1,389 in Bristol County’s 


three major markets. 


Taunton produces bronze art 
goods, proprietary medicines, 
sporting goods, textile prod- 
ucts, silverware, plastic prod- 
ucts, stoves, ranges, leather 
goods, rubber products, ma- 
rine gears, jewelry, apparel. 


Diversified industries keep 
employment and income at 
top levels. 

The Gazette, reaching more than 
90% of all Taunton families, gives 
you that big sales lift . . . balances 
out other not-so-profitable markets. 
In Massachusetts, Taunton is a 
“must” if you really want to sell. 


Taunton Gazette 


Taunton, Massachusetts 
Established 1884 


Represented by The Julius Mathews 
Special Agency, Inc. 


Passaic Counties. 


$171,000,000 
in 
RETAIL SALES 


Passaic-Clifton, N. J., ranks 95th in the 
nation in total spendable income . . . with 
more than $171,457,000 in retail sales, 
according to Sales Management. 


You can effectively reach the more than 60,000 families 
that spend this money in Passaic-Clifton with only one 
newspaper, the Herald-News . . . the North Jersey 
newspaper with the largest circulation in Bergen and 


THE HERALD-NEWS 


OF PASSAIC-CLIFTON, N. J. 
New York General Advertising Office—James J. Todd, Mer. 
18 East 41st Street, New York 17—Murray Hill 5-0131 


In NORRISTOWN, PA. 


WINNING 
SALES 


RETAIL SALES FORECAST 


(S.M. Forecast for January, 1955) 

City 

Nat'l. 

index Index $ 

1955 1955 (Million) 
vs. vs. January 

1954 1954 1955 


HIGH SPOT CITIES 


City 
Index 
1955 


City 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1955) 
City 
Nat'l. 
Index $ 
1955 (Million) 


vs. 
1939 
City 


Index 
1955 


City 
Index 
1955 


CONTESTS 


Stiffer selling duels for the dol- 
lar mean keener search for the 
brightest setting where the ad- 
vertising dollar has the cheer- 
ingest chance. 


Bright setting in the Greater 
Philadelphia Area is the thriv- 
ing center of Norristown, Pa. 
Big, new retail outlets .. . hum- 
ming department stores 

and the daily NORRISTOWN 
TIMES HERALD actively serv- 
ing for selling purposes! 


Gimes Zerald 


Represented Nationally By 
The Julius Mathews Special Agency 


Altoona, Pa. 
is a good 


TEST MARKET 


. «+ @S many important 
factors PROVE! 


> It's well isolated from other cities. 

> it has typical distributive outlets. 

> Its citizens have average incomes. 
> It has a splendid mixture of indus- 
try and farming. 

& it has excellent year-round stabil- 
ity and a good record as a test 
city. 

® Also, the Altoona Mirror is a co- 
operative evening newspaper. It 
completely blankets the market. 


ALTOONA'S ONLY 
EVENING NEWSPAPER 


RICHARD E. BEELER 
Advertising Manager 


ltoona 
[2irror. 


vs. 
1939 


New Mexico 


% Albuquerque . 908.1 


New York 


Albany 

% Binghamton 
Buffalo 

*% Elmira 

* Hempstead 

Township 

Jamestown 

% New York .. 
Niagara Falls 

te Poughkeepsie 

% Rochester 

*% Rome 
Schenectady 
Syracuse 
Troy 

%& Utica 


North Carolina 


. 418.5 
513.4 
. 425.7 
758.3 
. 464.1 
514.8 
. 403.9 
. 458.4 
. 426.9 


%& Asheville 
Charlotte 
Durham .. 

* Greensboro 
High Point 

% Raleigh 

% Salisbury 
Wilmington 
Winston-Salem 


North Dakota 


* Fargo . 402.1 


st 

389.8 
.. 360.9 
. 389.0 
- 442.7 


Akron 

Canton 

Cincinnati 

Cleveland 
*% Columbus 
% Dayton 


1954 


97.2 
96.2 
99.2 
96.4 
112.6 


vs. January 
1954 1955 


94.4 
93.4 
96.3 
93.6 
109.3 


. 488.7 105.3 102.2 


Ohio (cont.) 


Elyria 

% Hamilton 
Lima 

% Lorain 
Mansfield 

% Middletown 
Portsmouth 
Springfield 
Steubenville 
Toledo 
Warren 
Youngstown 


Zanesville 


Oklahoma 


Bartlesville 
Muskogee 
% Oklahoma City 
%& Tulsa 


Oregon 


w® Eugene 
% Portland 


Salem 


Pennsylvania 


Allentown 
Altoona 
Bethlehem 
Chester 
Erie 
Harrisburg 
Hazleton 
Johnstown 
Lancaster 

% Norristown 
Oil City 

% Philadelphia .. 

* Pittsburgh 
Reading 
Scranton 
Wilkes-Barre 
Williamsport ... 


105.7 
107.8 
102.8 


101.9 
96.8 
96.8 

101.7 
97.6 

100.6 
92.8 
93.9 

102.4 

107.9 
99.3 

105.4 

105.3 

102.2 
97.5 
97.2 
93.8 
97.1 


98.9 
94.0 
94.0 
98.7 
94.8 
97.7 
90.1 
91.2 
99.4 
104.8 
96.4 
102.3 
102.2 
99.2 
94.7 
94.4 
91.1 
94.3 


4.50 
2.46 
208.19 
85.89 
14.23 
10.96 
9.77 
5.11 
8.66 


SALES MANAGEMENT 


P3-s-s-T 
THE 100,000 PEOPLE 
iw POTTSVILLES 
TRADING ZONE 
sPEND $30,886,050 
ON FOOD ANNUALLY 


SO USE THE 
POTTSVILLE 
REPUBLICAN 
WHICH COVERS 

ALL OF THE CITY 
AnD 52% oF 
THE COUNTY! 


THE POTTSVILLE (PA) REPUBLICAN 


Represented by DeLisser, Inc. 


Th 
You can’t climb over 


You can’t crawl under 
YOU GOTTA COME, ! 
IN THROUGH THE 


ae <_— 

+ p 0 S T - 
— <_— 
ONE and ONLY ONE medium 
reaches influences and sells nearly 
everybody in the city of Salisbury, the 
County of Rowan, in this teeming 
heart of industrial, agricultural Pied- 
mont, North Carolina. Why break 
your heart nibbling from the outside 
when you can have the whole pie 
simply by buying the POST? Just say 
when. 


THE-SALISBURY POST 
Salisbury Werth Carolina — 
— y 


— 


Representatives 


WARD-GRIFFITH COMPANY 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1955) 
City 
City City Nat'l. 
Index Index Index $ 


1955 1955 1955 (Million) 
vs. vs. vs. January 


1939 1954 1954 1955 


Rhode Island 
Providence .... 294.3 
Woonsocket .. 304.5 


South Carolina 
Charleston .... 399.5 

*% Columbia ..... 548.0 

& Greenville . 503.9 
Spartanburg 466.4 


South Dakota 
tw Aberdeen . 523.1 
Sioux Falls 360.0 


Tennessee 
Chattanooga 
Knoxville 

% Memphis 

% Nashville 


Texas 
% Abilene 
*% Amarillo ... 
%& Austin 
Beaumont 
% Corpus Christi . 
* Dallas 


% Fort Worth .... 
Galveston 
¥%& Houston 


Port Arthur .. 
*% San Angelo .... 
% San Antonio .. 

Texarkana .. 

* Tyler : 
w% Waco ..... 
% Wichita Falls .. 


What rere Your 
1955 Plans? 
DO YOU WANT TO... 


¢ Establish your brand name 
more firmly 


a new doors for your 
salesmen 


Present your product under a 

more favorable light 

Test a new product 

Give support to your dealers 

Tell of new uses 

Promote good will 

Guard against competitive 

inroads. 

OR 

just sell your product — 
You can get off to a good 
start through the advertis- 
ing pages of the Little Falls 


Times. Its the home news- 
paper for 30,000 people. 


ite, False 


Represented by 
The Julius Mathews Special Agency, Inc. 


Newport, R. I. 


In Newport, Rhode Island's top 
money market, selling is a positive 
action. 

Family income of $6099—more than 
$1000 above the average of all other 
counties. 


U. S. Naval Base, with an annual pay- 
roll of $32,000,000 to shore and 
civilian workers add another big sales 
lift to advertising results. 


Sell this high-income market through 
Newport County's only daily. 


Represznted by The Julius Mathews 
Special Agency, Inc. 


The Newport Daily News 


JANUARY 1, 1955 


| 


Cover ALL 
Rhode Island ! 


You're missing plenty in 
Rhode Island . . . if the CALL 
is missing from your media 
list. The CALL—and only the 
CALL—blankets the 100,000- 
plus Woonsocket trading area, 
where average family spend- 
ing tops the State average 
year after year. Sell your 
product now through Woon- 
socket’s one-and-only local 
daily, the — 


WOONSOCKET 
CALL 


Representatives: Gilman, Nicoll & Ruthman 
Affiliated: WWON, WWON-FM 


COVERS RHODE ISLAND’S 
PLUS MARKET 


HIGH SPOT CITIES 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1955) 


City 
index 

1955 

vs. 


City 

Nat'l. 

Index $ 
1955 (Million) 


City 
Index 
1955 


West Virginia 
Charleston .... 402.0 
Huntington .... a: 2 
Wheeling . 308.2 


Wisconsin 

% Appleton 
Green Bay .... 
Kenosha 
La Crosse 


RETAIL SALES FORECAST 
(S.M. Forecast for January, 1955) 
City 
Nat'l. 
Index Index Index $ 
1955 1955 1955 

vs. vs. vs. 
1941 1954 1954 


City City 


(Million) 
January 
1955 


vs. January 


vs. 
1939 1954 1954 1955 


Utah 
Ogden 


ees . 487.3 
% Salt Lake City. 


433.3 


Vermont 
Burlington 
Rutland 


Virginia 

%& Danville 

® Lynchburg 

% Newport News .. 

% Norfolk 

%& Portsmouth 

%& Richmond 
Roanoke 


Washington 
% Bellingham 

w& Everett 

*& Seattle 


108.4 
106.7 
106.6 
100.9 

98.2 


% Yakima 104.0 


Look How The Journal Retail 
Grocery Lineage Has Grown 


E. St. Louis St. Louis 
Journal Globe- Democrat 


St. Louis 
Post-Dispatch 
616,329 | 1,230,485 | 237,324 
969,149 | 1,615,803 | 314,898 


How Stores in Both E. St. Louis and 
St. Louis Placed Their Advertising 


1953 1953 1953 
Journal Globe Post 


343,653 | 374,133 799,633 
A&P | 128,928) 22,875 195,266 
Kroger } 118,200 | 76,840 237,258 

Source: Journal Lineage from Journal Records 

St. Lovis Lineage from Media Records 


Journal Carried 8,500,019 lines 
of Advertising in 1953 


Write For Facts 
About East St. Lovis Market 


New 56-pa: oe te booklet gives com- 
plete de East St. Louis 
bnd East St. Lesis Market, 
results of | Seat eee cireu- 
story ; one 


1950 
1953 


British Columbia 


Vancouver 


Wr Besicon Victoria 


Milwaukee 
% Oshkosh 
Racine 
Sheboygan . 
Superior . 


Manitoba 


Winnipeg 296.1 


New Brunswick 


Wyoming Saint John . 199.6 


* Casper 
*% Cheyenne 


Nova Scotia 
Halifax 272.6 
RETAIL SALES FORECAST 


(S.M. Forecast for January, 1955) 

City 

Nat'l. 

Index Index Index $ 

1955 1955 1955 (Million) 
vs. vs. vs. January 

1941 1954 1954 1955 


Ontario 
Hamilton 
London 

*% Ottawa 

% Toronto 
Windsor 


City City 


CANADA Quebec 


*% Montreal 
*%& Quebec - 


305.1 
330.4 


Alberta 
Calgary 
Edmonton 


91.7 
93.3 


15.18 
15.24 


Saskatchewan 
47.5 


8 REASONS WHY YOU CAN'T 
COVER E. ST. LOUIS, ILLINOIS 
FROM ST. LOUIS, MISSOURI 


IT TAKES THE EAST ST. LOUIS JOURNAL 
TO COVER ILLINOIS’ 4th LARGEST MARKET 


Vv 116,225 City Zone Population 


V $117,372,000 City Retail Sales — 9th in Illinois 


Vv 6th in Illinois Food Sales — 8th in Automotive 


*1, Journal reaches 82.7% of East St. 
Louis residents who regularly read a 
daily newspaper. 


*2. 42% of East St. Louis residents regu- 
larly reading a daily newspaper, 
read the Journal only. 


*5. 77.4% of all employed members of 
East St. Louis families work on East 
St. Louis side of the river. 

*6, Only 11.8% of all employed mem- 
bers of East St. Louis families work 
in St. Louis. 

**7, Journal circulation in East St. Louis 
City Zone has gained 31% since 
1946, St. Louis newspaper circula- 
tion in East St. Louis City Zone de- 
creased 11% since 1946. 

*8. St. Louis newspaper “carry-over” 
circulation is infinitesimal. 


**September 30, 1953 ABC Reports 


**3. Journal has over twice the circula- 
tion in East St. Louis City Zone as 
St. Lovis Globe-Democrat. 


**4, Journal has nearly three times as 
much circulation in East St. Louis City 
Zone as the St. Louis Post Dispatch. 


*Edward G. Doody Survey 


SALES MANAGEMENT 


Advertising Checking Bureau 
Agency: Harris & Bond, Inc. 


Aero Mayflower Transit Company 
Agency: Sidener & Van Riper, Inc. 


Air Express 2nd Cover 
Agency: Robert W. Orr & Associates, Inc. 


Akron Beacon Journal 
Agency: McDaniel, Fisher & Spelman, Company 


Altooaa Mirror 


American Legion Magazine 
Agency: The McCarty Company 


American Telephone & Telegraph Company 
(Longlines) 


Agency: N. W. Ayer & Son, Inc. 


American Television & Radio 
Agency: Firestone Goodman Advertising 


Artkraft Sign 
Agency: Wendt Advertising Agency 


Aviation Age 
Agency: Hazard Advertising 


Bangor Daily News 
Batten, Barton, Durstine & Osborn, inc. . 
Biddeford Journal 


The Chartmakers, Inc. 
Chart-Pck, Inc. 

Agency: O. S. Tyson & Company, Inc. 
Chicego Tribune 

Agency: N. Y. Ayer & Son, Inc. 


H. S. Crocker Company 
Agency: Brisacher, Wheeler & Staff 


A. B. Dick Company 
-\gency: Fuller & Smith & Ross, Inc. 


East St. Louis Journal 
Agency: The Biddle Company 


Fort Worth Star Telegram 
Agency: Rowland Broiles Company 


F R Corporation 
Agency: The Wexton Company 


Fountain & Fast Food 


Greensboro News & Record 
Agency: Henry J. Kaufman & Associates 


Hansen Storage Company 
Agency: Duffy & Associates, Inc 


Hile Damroth, Inc. 


Industrial Equipment News 
Agency: Tracy, Kent & Company, Inc. 


Institute of Radio Engineers 
Agency: The McCarty Company 


International Business Machines 
Agency: Benton & Bowles, Inc. 


LaSalle Extension University 
Agency: Critchfield & Company 


Mutual Don Lee Broadcasting 
Agency: R. W. Webster Advertising 


Little Falis Times 


JANUARY 


ADVERTISERS’ INDEX 


Locally Edited Gravure Magazines 
Agency: Zimmer McClaskey Advertising 


Louisville Courier Journal 
Agency: Zimmer McClaskey Advertising 


McGraw Hill Petroleum Publications .... 
Agency: Fuller & Smith & Ross, Inc. 


Marsteller, Gebhardt & Reed, Inc. 


Mechanization, Inc. 
Agency: Henry J. Kaufman & Associates 


Middletown Press 


Minneapolis Star & Tribune 
Agency: Batten, Barton, Durstine & Osborn, Inc. 


National Business Publications, Inc. 
Agency: G. M. Basford Company 


Newark News 


New London Day 
Agency: Gordon Schonfarber & Associates, Inc. 


Newport News 


Norristown Times Herald 
Agency: The Wm. H. H. Neville Company 


Norwalk Hour 


Orchids of Hawaii, Inc. ............... 
Agency: Dale & Finkels, Inc. 


Orlando Sentine| Star 
Agency: Hammond, lac. 


Passaic Herald News 
Pittsfield Berkshire Evening Eagle 
Portiand Press-Herald Express 


Pottsville Po. Republican 
Agency: Harvey B. Nelson Advertising 


Practical Builder 
Agency: Hal Stebbins, Inc. 


The R A Company 

Agency: Lohmerer, Adleman & Montgomery, Inc. 
Remington Rand, Inc. 

Agency: Leeford Advertising Agency, Inc 
Research Institute of America 

Agency: The Schuyler Hopper Company 


Reynolds Metals Company 3rd Cover 


Agency: Buchanan & Company, Inc. 


Sales Meetings 


Sales Tools, Inc. 
Agency: George F. Koehnke Advertising 


Salisbury Post 
Agency: The J. Carson Brantley Advertising 
Agency 


South Bend Tribune 
Agency: Lamport, Fox, Prell & Dolk, Inc 


Stamford Advocate 


Steinman Stations 
Agency: John Gilbert Craig Advertising, Inc 


Successful Farming 
Agency: L. E. McGivena & Company, Inc 


Sweet's Catalog Service 
Agency: The Schuyler Hopper Company 


Taunton Gazette 
J. Walter Thompson Company 


Trans Canada Airlines 
Agency: Cockfield, Brown & Company, Ltd 


Woonsocket Call 
Agency: Gordon Schonfarber & Associates, Inc. 


Census of Super Market Sales and Potentials 


The American Weekly is offering 
to manufacturers whose products are 
sold in grocery super markets, and 
their advertising agencies, a study of 
super market sales and_ potentials. 
It represents two years’ work. 

Because of the rapid development 
of grocery store super markets, the 
1948—and last—Census of Retail 
Sales is obsolete, and the magazine 
has brought information up to date 
for all states, all counties, and all 
metropolitan areas, including both 
the government standard areas and 
SALES MANAGEMENT’s potential 
areas. 

Super markets in the grocery field 
now do 48% of the volume, although 
representing only 5% of the outlets. 
One super is worth 17 non-super 
grocery stores. 


In 1953, 17,667 super markets rang 
up sales of over $16.2 billion, while 
the remaining 324,000 retail grocery 
outlets accounted for $17.4 billion. 


The growing dominance of super 
markets has created a “heart of the 
market” that is centered in only 324 
of the nation’s 3,073 counties. In 
these counties almost 80% of super 
market sales are made; the counties 
have 62% of the U. S. population 
and 64% of the families. 


The magazine used SALES MAn- 
AGEMENT’s May 10, 1954 Survey of 
Buying Power as source for popula- 
tion, family, net Effective Buying In- 
come and retail food store data. 

The data are currently being pre- 


sented at meetings organized by The 
American W eekly’s executive staff. 


THE SCRATCH PAD 


By T. Harry Thompsou 


Another year, another roll of the 
dice. Whatever you’re shooting for, 
I hope you make your point! 


Screwball version: “Have frayed 
Tuxedo. Will ravel.” 


Add similes: ‘‘As chilling as a cop’s 
whistle.” 
+ 


Raymond Corpora.ion’s Bill Peck 
reports that he is now “a member 
of the Ulcer Brigade, having been 
kicked upstairs to advertising and 
sales- promotion manager.’ Nice 
going, Will‘am! 


The same correspondent asks if 
we've heard about the hard-working 
lawver who worked all night trying 
to break a widow’s will. To match 
our previously mentioned “Tiny 
Diny,” he says there’s a “Tank & 
Tummy Diner” on Route. 7 at 
Harpersville, N. Y. 


FINANCIAL SHANGRI-LA: Folding- 
green pastures. 
a 


JOHNNY WALKER: The original J. 
Walker. 


No Dice Dep’t: I sent the Ronson 
Lighter people a slogan for their new 
electric shaver: “Ronson Makes 
Lighter Work of Shaving.” They 
said “many thanks” but it would 
“sacrifice clarity.” Ho, hum! 


. 
Neat paronomastic head by Red 


Smith in Sports Illustrated: “One for 
the Rhodes.” 


When did the new cars ever look 
so smart, or offer you so much for 
your money? 
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It makes a good guessing-game: 
Trying to decipher neon signs where 
the installer was too tired to black- 
out the connectors with paint or bi- 
cycle-tape. 

. 


TWA 6“‘sstrives to please. The 
silvery, four-motored ship was ready 
to take off on the Philadelphia- 
Chicago flight . . . baggage stashed 
in the bomb-bay, door fastened from 
the outside, ramp wheeled away, star- 
board engines revved up. 

Signals over! Gangplank returned, 
baggage-hatch reopened, door un- 
locked to take care of a mother and 
tiny son coming up on the double. 
But that wasn’t all! Door unlocked 
once more while a breathless atten- 
dant rushed a forgotten ticket to 
Mamma. Door finally locked, plane 
taxied to the runway. Happy land- 
ing! 

* 


“Mangle” seems an unfortunate 
name for a piece of laundry-equip- 
ment. 

e 


Norman Douglas says you can tell 
a nation’s ideas by its ads. 


NIT—“An uncomfortable bed is murder.” 
WIT—“T call it ‘mattresside.’” 


Martini people will approve this 
headline: “Don’t stir without Noilly 
Prat.” 

- 


“Don’t get caught with your 
thermometer down!” said Calso cute- 
ly at winter’s beginning. 


FALSIES: A sort of hope-chest. 


The first thing any salesman must 
sell is confidence . . . confidence in 
himself as a man, confidence in the 
firm he represents, confidence in the 
things it makes or the service it sells. 
With such confidence firmly estab- 
lished, transactions become functional 
and largely routine. 


PATIENCE: The ability to idle your 
motor when you feel like stripping 
your gears.—The Country Drummer. 


An old-timer is one who can re- 
member: 1. The A & P Gypsies. 2. A 
car called a “roadster.” 3. That 
ridiculous coinage spawned by the 
Volstead Act, ‘‘scoflaw.” 


Inflation is narcotic. Some of us 
whose parents were proud to live in 
a $10,000 house now speak of a $30,- 
000 house as a steal at the price. 


For those of us practicing girth- 
control, Jello-O advertises its sugar- 
free twin, D-Zerta, in Today’s 
Health. Same “6 delicious flavors.” 


You seldom find the word wind- 
fall used in a literal sense. Hurricane 
Hazel, I could have noted sooner, 
was both a literal and figurative 
windfall for tree-surgeons and sellers 
of power saws. Tree-mendous! 


’ 


Schlitz talks about “half-quarts.’ 
It’s a fine “pint” they make. 


No, Tessie; Singer Sewing 
Machine would never go for your 
slogan: “This will keep you in 
stitches.” 

. 


“Lightness goes to your head with 
this Stetson” is not a dizzy headline. 
° 

Idle thought: Who tells the et- 
iquette-experts what’s correct ? 

e 

I wish Scott Paper would increase 
the perforated oval in its Scotties 
carton by a half-inch all around. 
Then [I could get my gorilla fist in 
without fumbling for tissues near the 


bottom. 
* 


Theme for Kraft Foods: “They 


encourage Kitchen Kraftsmanship.” 


Beach Products says some girls 
have been on more laps than a napkin. 


° 
Happy New Year, you-all! 


SALES MANAGEMENT 
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The reputation for Fresh Merchandise is a 
golden asset for any store—worth building up 
in every possible way. Here’s a program 
that will help you do it! 


SELL THE PACKAGING THAT BIG CONSUMER CAMPAIGN 
ASSURES FRESHNESS! CONTINUES! 


More and more, store shelves Reynolds is telling this sales 
gleam with Reynolds Aluminum story directly to your cus- 
Foil packaging. Housewives tomers every month in four- 
know this eye-catching gleam color magazine advertising 
means the best protection— and every week on the hit 
against moisture, air, odors and TV show “MR. PEEPERS." 
damaging light rays. Promote See the current ad featur- 
this packaging. Call attention ing Dry Soup Mixes in Jan- 
to it. Congratulate the customer | vary LADIES' HOME JOUR- 
on choosing fresh-kept mer- | NAL and in February 
chandise from your fresh stock. - McCALL’S. It will help you 
cs sell more soup. 


MORE AND MORE 
CUSTOMERS KNOW 
THIS SEAL! 


QUALITY 
PROTECTED WITH 


REYNOLDS WRAP 


7S PACKAGING 


Note the increasing number of prod- 
ucts that carry the Reynolds Wrap teaches what the Seal looks like Jam 
Aluminum Packaging Seal... and point and what it means. And every % 
this Seal out to customers. It clinches shopping trip reinforces the les- 

your Quality Protection story. It uses son...because the shopper finds 

the name by which women know alu- plenty of examples on the shelves. 
minum best, REYNOLDS WRAP—the The Seéal is extra identification... 

pure aluminum foil they use to keep in addition to the eye-catching 


foods fresh at home gleam of 2e-ynolds Aluminum Foil. 
% You'll be helping yourself by 


pointing it out! 


Magazine and TV advertising 


Reynolds Metals Company, Gen- 
eral Sales Office, Louisville 1, Ky. 


ADVERTISING that builds only brand identifica- 
tion is inadequate today. To get retailers to 
stock and feature a brand, advertising must 
produce a preference for it that they can 
measure in terms of buying action in their stores. 

As the medium most intimately associated 
with the daily lives of your prospects, news- 
papers are best able to deliver this buying 
action. No other medium serves consumers so 
well when they are ready to buy. 

In Chicago, the Tribune is the newspaper 
with greatest impact on both sides of the re- 
tail counter. It is bought, read and bought 
from by hundreds of thousands more families 


Chicago 
A. W. Dreier 
1333 Tribune Tower 


New York City 
E. P. Struhsacker 
220 E. 42nd St. 


Detroit 


W. E. Bates 
Penobscot Bidg. 


than read other Chicago newspapers. During 
the twelve months ended June 30, 1954 adver- 
tisers placed in the Tribune more than 
$58,000,000.00—far more than ever has 
been placed in a similar period in any news- 
paper in the world. 


The preference of readers of the Tribune 
for your brand will result in greater sales and 
a stronger market position for it. Ask a Tribune 
representative to discuss with you a plan that 
can help you build a consumer franchise 
among the families who read the Tribune. Call 
him today. 


San Francisco 
Fitzpatrick Associates 
155 Montgomery St. 


Los Angeles 
ritzpatrick Associates 
3460 Wilshire Bivd. 


